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“I shop, therefore I am.” 
Chapter one 
 
Introduction 
 
1.1 What is impulse buying? 
 
As a pervasive and distinctive aspect of consumer lifestyle, impulse 
buying is a widespread phenomenon in the marketplace and for that 
reason it has become a focal point for considerable marketing 
activities (e.g. Gardner & Rook, 1988; Rook, 1987; Rook & Hoch, 1985). 
This type of buying behavior has been known and has received a long-
standing interest in the area of consumer research for over fifty 
years, beginning with the DuPont Consumer Buying Habit Studies 
initiated in the late 1940’s (e.g. Bellenger, Robertson, & Hirschman, 
1978; Burroughs, 1996; Gardner & Rook, 1988; Rook, 1987). The Dupont 
studies investigated purchase decisions that were made after the 
consumer enters a retail environment and applied pre- and post-shopping 
questioning to consumers. Impulse purchases were represented by any 
item purchased at the end of the shopping trip, but were not previously 
mentioned as intended purchases prior to entering a store. The study 
was regarded as a “classic” and provided a paradigm for most early 
research that defined impulse buying simply as unplanned purchases. 
 Since then, research interest on this topic proliferated and has 
generated extensive and considerable efforts to explore impulse buying 
behavior. Yet, this phenomenon has remained somewhat an enigma, 
surprisingly very little is known about the dynamics of the internal 
mechanism and the variables which must surely drive the enactment of 
such behavior. Hence only few theoretical or empirical advances have 
been made in this area of research (e.g. Beatty & Ferrell, 1998; 
Burroughs, 1996; Dittmar, Beattie, & Friese, 1995; 1996; Hoch & 
Loewenstein, 1991; Rook, 1987). The relatively small size of this 
research field is partially due to the fact that research on impulse 
buying is fraught with difficulties and in addition, previous research 
has not been focused on fully understanding the antecedents of impulse 
buying (e.g. Beatty & Ferrell, 1998). 
 In general, there are three main problems with the earlier research 
on impulse buying. First, previous studies were concentrated on a 
 
Buying impulses: A study on impulsive consumption 1 
2  Chapter one 
taxonomical research approach that classified products into impulse and 
non-impulse categories, which tend to obscure the fact that almost 
anything can be purchased on impulse. This approach can be useful, but 
it tends to divert attention from the internal motivation and its 
expression that are crucial to the impulse purchase (Rook, 1987). After 
all, it is people, not products, who experience consuming impulses 
(Rook & Hoch, 1985). 
 The second problem concerns the definition of impulse buying as an 
unplanned purchase. Although a very sizeable number of in-store 
purchases are the result of impulse buying, it would be wrong to assume 
that all unplanned purchases are impulsively decided (e.g. Hoch & 
Loewenstein, 1991; Rook, 1987; Statt, 1997). It is true that only a 
minority, probably a fifth to a third of all shoppers, do plan to buy a 
particular product when they enter a store. However, a number of in-
store purchases that are unplanned, happened not only because of 
impulse buying. For instance, when something in the shop stimulates the 
consumer's memory and acts as a reminder that enables one to recall 
what one had planned long before to purchase but had been postponed or 
delayed. The unplanned purchase might also be a case of repeated or 
habitual purchase. For instance, there is a set of products that 
consumers buy on a regular basis (e.g., bread, washing detergent, 
fruits) which have become habitual purchases that do not require any 
attention. 
 Impulse buying refers to a narrower and more specific range of 
phenomena than unplanned purchasing does (Hoch & Loewenstein, 1991; 
Wood, 1998). Rook (1987, p. 191) described impulse buying as follows: 
“Impulse buying occurs when a consumer experiences a sudden, often 
powerful and persistent urge to buy something immediately”. Even if 
impulse buying is still rather loosely defined here, this definition 
has clearly shown that there is more to impulse buying than just 
unplanned purchase, it also involves experiencing an urge to buy 
(Beatty & Ferrell, 1998).  
 The third problem afflicting research concerning impulse buying 
behavior is the relatively few attempts to develop theoretical 
frameworks on impulse buying. Previous discussion has not yet offered a 
behavioral model that explains impulse buying by linking it to other 
types of impulsive behavior. Nor has research provided a comprehensive 
account of impulse buying psychological contents (Rook, 1987). General 
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models of consumer behavior have failed to account explicitly for 
impulse buying behavior (e.g., Howard-Ostlund, Nicosia, and Andreasan 
model of consumer behavior). In most models arousal and purchase are 
linked indirectly and depicted as being mediated by other variables. 
These models do not explain situations where arousal leads directly to 
action. The Engel-Kollat-Blackwell model of buying behavior (See 
Appendix 7; Chisnall, 1995) depicts the occurrence of arousal that 
leads directly to action, as a result of unanticipated circumstances 
but the scope of this category is still far too wide to describe 
impulse buying. Perhaps the work of Dittmar et al. (1995, 1996, 2000) 
are the only research attempting to come up with a model of impulse 
buying, and will be reviewed more extensively later in this chapter. 
 Impulse buying identifies a psychologically distinctive type of 
behavior that differs dramatically from contemplative modes of consumer 
choice (Rook, 1987). Stern (1962) even depicted truly impulsive buying 
as the novelty or escape purchases that break the normal buying 
pattern. However, on the path toward explaining impulse buying, to go 
over what is accepted as the normative general explanation of buying 
behavior is still a good place to start (Wood, 1998). Impulse buying 
can then be illustrated in term of departures from the “ideal”. 
 The following narration starts with a review on rational choice 
model of consumer decision-making, afterwards, the discussions will 
focus on several aspects that are very relevant to impulse purchase. To 
have a complete grasp on the nature and extent of impulse buying 
phenomenon, it is necessary to understand the effect that several 
factors have on consumer behavior. The involvement of affect, emotional 
arousal, automaticity, the role of the self, and normative evaluations, 
are those factors deemed to have considerable impacts on consumer 
behavior in general, and on impulse buying in particular. 
 
1.2 Why do consumers make purchases? 
 
The field of consumer research was developed due to the growing 
attention directed toward the behavior of consumers in the marketing 
research area. As a result of this fervent interest, a distinct area of 
investigation focusing almost exclusively on consumer behavior emerged 
rapidly (e.g., Fishbein & Ajzen, 1980; Schiffman & Kanuk, 2000). 
Studying consumer behavior is aimed to understand why consumers make 
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their purchase decisions, and therefore, research in this area deals 
mostly with the processes that underlie the consumers decisions to 
purchase or use economic goods and services (e.g., Fishbein & Ajzen, 
1980; Schiffman & Kanuk, 2000). This mission proved to be somewhat 
demanding since buying behavior is complex and is influenced by many 
factors (e.g., Chisnall, 1995; Haugtvedt, 2001). 
 In the history of its attempt in finding ways to explain consumer 
decision-making, the study of consumer behavior has evolved from an 
emphasis on rational choice (e.g., microeconomics, decision theory) to 
a focus on irrational buying needs (e.g., motivational research) and 
later to the use of logical flow models of bounded rationality 
(Holbrook & Hirschman, 1982). The last approach has developed into a 
model of consumer decision-making, which is known as the “information-
processing model”. The major theories from this model are designed to 
explain consumer behavior, consist of multi-variables, and draw 
extensively from across the behavioral sciences including psychology 
(e.g., Chisnall, 1995; Fishbein & Ajzen, 1980). In their efforts to 
provide a comprehensive explanation of the processes whereby consumers 
choose a given product, theorists have attempted to incorporate 
virtually every feature of human information processing, attitude 
formation and change, and decision-making within their models of 
consumer behavior. Some examples of these models are the Howard-
Ostlund, Engel-Kollat-Blackwell, Nicosia, Andreasan, and Howard-Sheth 
models of consumer decision-making (e.g., Chisnall, 1995; Fishbein & 
Ajzen, 1980; Holbrook & Batra, 1987; Holbrook & Hirschman, 1982; Rook, 
1987). These earliest attempts to build systematic models of consumer 
behavior mostly rely on a central scheme that is known as the C-A-B 
paradigm in which (C)ognition  determines (A)ffect  that, in turn, 
results in (B)ehavior (Holbrook & Batra, 1987). While these theories 
made valuable contribution to the understanding of consumer behavior by 
offering essential insights into the complexity of buying behavior, it 
has also been noted that theories which incorporate virtually every 
known relevant constructs and processes not only lack in parsimony but, 
more importantly they are likely to generate confusion rather than real 
understanding. For the purpose of empirical validation, a relatively 
more applicable working paradigm, made up of clear definitions of the 
constructs involved, is required (e.g., Chisnall, 1995; Fishbein & 
Ajzen, 1980). 
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 The dominant paradigm in consumer research assumes a highly 
deliberate, analytic consumer; or to put it in other words, a rational 
consumer (e.g., Bettman, Johnson, & Payne, 1991; Burroughs, 1996; Hoch 
& Loewenstein, 1991; Holbrook & Hirschman, 1982; Statt, 1997; Van 
Raaij, 1991). This homo economicus model of human decision-making 
considers consumer as a rational decision maker. Rational in both the 
psychological and the economical sense; psychologically rational 
consumers make objective, dispassionate choices that are not influenced 
by prejudice or other irrational influences. Economically rational 
consumers find out all the information there is on each of the 
alternatives, assess the advantages and disadvantages of each, then 
choose the best one on the basis of a cost-benefit analysis, which is 
to select only the one that give the highest utility (i.e., 
satisfaction) at the lowest cost. In short, this model regards the 
consumer as a logical thinker who solves problems to make purchasing 
decisions, objectively evaluates the available goods and services, and 
reach decisions guided by the extent to which brand or product 
alternatives meet certain evaluative criteria (e.g., Fishbein & Ajzen, 
1980; Holbrook & Hirschman, 1982; Schiffman & Kanuk, 2000; Statt, 1997; 
Van Raaij, 1991). Such model clearly belongs to a class of theories 
commonly referred to as the expectancy-value models, which appeared to 
be of particular relevance to the process of buying behavior (e.g., 
Chisnall, 1995; Fishbein & Ajzen, 1975; Fishbein & Ajzen, 1980; Kardes, 
1994; Van Raaij, 1991; Zajonc, 1986). The basic assumption of this 
approach is that attitudes are based on the assessment of a variety of 
positive and negative attributes associated with a specific behavioral 
alternative or choice (e.g., Bagozzi, Gürhan-Canli, & Priester, 2002; 
Van der Pligt, Zeelenberg, Van Dijk, De Vries, & Richard, 1998). 
 Tolman was one among the first psychologists to study expectations, 
according to Tolman (1932) people learn expectations, i.e. beliefs that 
a given behavior (response) will be followed by positively or 
negatively valenced event (e.g., Fishbein & Ajzen, 1975; Fishbein & 
Ajzen, 1980; Van Raaij, 1991). Hence, people would learn to perform (or 
increase their probability of performing) behavior that they “expected” 
will lead to positively valenced events. 
 The expectancy-value model owes its present form and content to the 
subjective expected utility (SEU) models of behavioral decision theory 
introduced by Edwards (1954). Edwards provided the first major review 
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of research on human judgment and decision-making, based on the 
argument that normative and prescriptive models based on economic and 
statistical theory should also be relevant to psychologists interested 
in human judgment and decision-making (Van der Pligt, 1996). SEU theory 
assumes that when one has to make a behavioral choice, the individual 
will prefer that option which has the highest subjectively expected 
utility, i.e. the alternative which is likely to lead to the most 
favorable expected outcomes (e.g., Fishbein & Ajzen, 1975; Kardes, 
1994; Van der Pligt, 1996; Van Raaij, 1991). Therefore, the most 
rational choice or decision is the one specified by the theory as 
having the highest probability to maximize subjectively expected 
utility. The expectancy-value approach assumes extensive information-
processing capabilities and adopts a rational homo economicus model of 
human decision-making (Van der Pligt, 1996). 
 
1.2.1. Rational behavior 
 Inspired mostly by the principles of SEU theory, Fishbein and Ajzen 
(1975) developed the theory of reasoned action. In the terminology of 
the theory of reasoned action, the model deals with beliefs about the 
consequences of performing a given behavior and with the evaluations 
associated with the different outcomes. Thus subjective expected 
utility can be reinterpreted as one’s attitude toward the behavior. 
Fishbein and Ajzen (1980) concluded that according to expectancy-value 
models, one’s attitude toward an object is a function of the 
individual’s salient beliefs that the object has certain attributes and 
the individual’s evaluation of these attributes. In the context of 
consumer behavior the object is typically a product or brand within a 
product class.  
 The theory of reasoned action (see Figure 1.1) pinpoints one’s 
intention to engage in a behavior as the proximal determinant of 
behavior (e.g., Eagly & Chaiken, 1993; Fishbein & Ajzen, 1975; 
Manstead, 1996; Rhodes, 1997). Intention, a psychological construct 
which is distinct from attitude, represents one’s motivation in terms 
of the individual’s conscious plan to carry out a behavior.  
 Behavioral intention is determined by two factors combined together, 
the individual’s attitude toward the behavior in question, and by the 
individual’s subjective norm (e.g. Ajzen & Fishbein, 1980; Manstead, 
1996; Rhodes, 1997).  
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Figure 1.1 The theory of reasoned-action (after Fishbein & Ajzen, 1975) 
 
 Attitude toward the behavior simply refers to the individual’s 
evaluation of engaging in the behavior, this evaluation is formed from 
the beliefs held by the individual concerning the extent to which the 
person sees performing the behavior as good or bad, and about the 
positive or negative outcomes associated with performing the behavior. 
Attitudes are assumed as an important determinant of intention (Van der 
Pligt et al., 1998). Subjective norm refers to one’s belief that 
significant others expect the individual to perform (or not to perform) 
the behavior in question. In other words, subjective norm reflects the 
degree of perceived social pressure on the individual to perform or not 
to perform the behavior. The subjective norm refers to the individual’s 
perception of the “appropriate” behavior in the situation, i.e. what 
the significant people in the individual’s social world would think of 
the individual engaging in this act. 
 Ajzen and Fishbein (1980) based the theory of reasoned action on the 
assumption that human being are usually quite rational and make 
systematic use of the information available to them. They do not 
recognize the view that human social behavior is controlled by 
unconscious motives or overpowering desires. The potential importance 
of factors other than attitude towards the behavior and subjective 
norms does not constitute an integral part of the theory but is instead 
considered to be external variables. These variables may have an effect 
 
Buying impulses: A study on impulsive consumption 
8  Chapter one 
on behavior only to the extent that they influence the determinants; 
that is by influencing behavioral and/or normative beliefs, or by 
influencing the weight of the attitude and/or subjective norm on 
intention. 
 To sum it up, the theory of reasoned action posits that behavior is 
a function of a person’s intention, which in turn is hypothesized to 
depend on that person’s attitude toward the behavior and his/her 
subjective norms. One implication of the theory is that attitudes and 
subjective norms are assumed as sufficient to predict intentions, and 
intentions are hypothesized to mediate all the impact of attitudes and 
subjective norms on behavior. Because other variables are expected to 
influence intentions only indirectly through their impact on attitudes 
and/or subjective norms, the influence of other variables on behavior 
is also expected to be mediated by intentions (Bagozzi, Baumgartner, & 
Yi, 1992).  
 
 
 
 
 
 
 
 
 
 
Attitude to behavior 
Subjective norm 
Perceived 
behavioral control 
Behavioral intention Behavior 
 
Figure 1.2 The theory of planned behavior (after Ajzen, 1988) 
 
 Ajzen (1988) has acknowledged that the theory of reasoned action 
must be revised to account for behaviors that are not completely under 
volitional control. Therefore, the author proposed and developed the 
theory of planned behavior with the explicit goal of extending the 
scope of the theory of reasoned action by adding a new construct, which 
he labeled as perceived behavioral control (see figure 1.2), i.e. one’s 
perception of how easy or difficult it is to perform the behavior in 
question.  
 In general, the theory of reasoned action provides a framework for 
understanding the complex manner in which attitudes and behavior are 
related (Rhodes, 1997). Furthermore, Fishbein and Ajzen (1980) claimed 
that the model of reasoned action gives a framework in the attempt to 
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explain and predict consumer behavior, in the term of consumer’s 
preference and choice. The purchase of a given product is ultimately 
determined by beliefs concerning the positive and negative consequences 
of making the purchase and the normative prescriptions of important 
referents. After evaluating some implementation of the theory of 
reasoned action in the area of consumer research, Fishbein & Ajzen 
(1980) stressed the importance of the principle of compatibility to 
make the prediction of consumer behavior from intention more accurate. 
The principle of compatibility states that attitude-behavior 
correlations are strengthened if researchers match their measures of 
attitude and behavior with respect to: (a) target, e.g.: brand, 
product; (b) action, e.g.: to buy, to use, to borrow; (c) context, 
e.g.: for oneself, as a gift, at a certain store; and (d) time, e.g.: 
today, next week. 
 According to Fishbein & Ajzen (1980), the expectancy-value models 
enjoy a certain popularity in the field of consumer behavior, based on 
the grounds that among other things, they seem: (a) to provide a 
theoretical link between evaluative criteria and the concept of 
attitude, (b) to formalize the widely held view that the consumer’s 
satisfaction with a product (and hence purchase of that product) is 
determined by one’s beliefs that the product fulfills certain functions 
and that it satisfies some of one’s need, and (c) to be compatible with 
different theoretical orientations, since investigators are free to 
focus on product characteristics (e.g., cost, durability), or on 
psychodynamics and largely unconscious motives (e.g., the need for 
power, femininity). 
 The theory of reasoned action and its successor, the theory of 
planned behavior, have been the most influential and widely used models 
of the attitude-behavior relationship during the last 25 years 
(Bagozzi, 2002; Manstead & Parker, 1995). They have received 
considerable and, for the most part, justifiable attention within the 
field of consumer behavior, and become the dominant approach to 
modeling the etiology of behavior in consumer research (Bagozzi, et 
al., 1992; Sheppard, Hartwick, & Warshaw, 1988). Not only do the models 
appear to predict consumer’s intentions and behavior quite well, they 
also provide a relatively simple basis for identifying where and how to 
target consumers’ behavioral change attempts (Sheppard et al., 1988). 
However, these theories are in essence still based on the SEU model, 
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which stressed on rationality (Manstead, 1996) with a strong tendency 
to regard the affective and automatic nature of behaviors as non-
rational and therefore does not give room for explanation of 
“irrational” behaviors. 
 
1.2.2 Less than rational behavior 
The theory of reasoned action and theory of planned behavior are 
largely rational accounts of decision-making given that they appear to 
rest on the notion that consumers deliberate before deciding to act 
(Bagozzi et al., 2002). In suggesting that behavior is under the 
control of intentions, the model restricted itself to a class of 
behaviors that can be termed volitional or voluntary, that is, 
behaviors that people perform because they have decided to perform them 
(Eagly and Chaiken, 1993). Researchers however have begun to question 
this predominantly rational nature of consumer research. By confining 
to volitional behaviors and interposing intention between attitudes and 
behaviors, the theory of reasoned action and theory of planned behavior 
choose to disallow and excluded many behaviors that do not follow this 
principles.  
 The first examples, are behaviors that have become so routinized 
through repetition that one has ceased to make any conscious decision 
to act yet still behaves in the accustomed way, this kind of behaviors 
are better known as habits. A well-established habit may occur 
automatically, independent of attitudes (e.g., Eagly & Chaiken, 1993; 
Manstead, 1996; Triandis, 1977; Verplanken & Aarts, 1999). Habit 
sometimes contributed to the prediction of behavior because there is a 
significant direct link between past and present behavior. Research has 
shown that the effects of past behavior on intentions are sometimes not 
mediated fully by attitudes and/or subjective norms; furthermore, prior 
behavior at times has direct effects on present behavior that are not 
mediated fully by intentions (e.g., Bagozzi et al., 1992; Eagly & 
Chaiken, 1993; Manstead, 1996;). 
 The second instances are behaviors elicited through direct attitude-
behavior relation with little or no intervening thought. This suggests 
that attitude may sometimes have direct effects on behavior, and the 
impact of attitudes on behavior is not mediated through intentions 
(Bagozzi et al., 1992; Bentler and Speckart, 1979). It is therefore 
reasonable to postulate that people may sometimes act on their 
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conceivably implicit attitudes in a relatively impulsive or spontaneous 
manner, without forming an explicit intention first. 
 Another illustration where the theory of reasoned action and theory 
of planned behavior could not be applied, is when behaviors resulted as 
a direct response on perception of stimuli. Such as in the case of 
automatic goal activation by the environmental stimuli described in the 
auto-motive model (Bargh, 1990). 
 It is possible that many behaviors occurred in purchase settings may 
not be carefully considered. Just as it is very likely that a much 
repeated purchase behavior is conducted out of habit, a more impulsive 
type of consumer responses should also be anticipated (Burrough, 1996; 
Rhodes, 1997). Such behavior might occur, for example, when liking for 
a product elicits the sort of behavior commonly known as impulse buying 
(Eagly & Chaiken, 1993). 
 Impulse buying is possibly a specific type of consumer behavior that 
is the least relevant to, or even has nothing to do with the rational 
decision-making model, because it refers to a purchase that departs in 
various ways from normative models of effective decision-making 
(Rhodes, 1997; Wood, 1998). From previous studies on impulse buying, it 
is found that this purchase behavior may involve: (a) a feeling of 
excitement and/or pleasure - this is usually the most salient emotions 
in impulse buying behavior; (b) an unexpected and spontaneous urge to 
make an immediate purchase of something that catches the eye; (c) an 
intense and irresistible motivational pressure that is strong enough to 
override all other considerations; and (d) disregard of possibly 
harmful consequences, which might lead to regret - for instance 
concerning the money spent or the quality of purchased product (e.g., 
Dittmar & Drury, 2000; Rook, 1987; Statt, 1997; Wood, 1998). 
 Impulse buying may then be considered as a “mindless” (Langer, 1989) 
behavior because it is carried out without much conscious control or 
attention, and might therefore also be considered in some sense 
“automatic” (see section 1.4; Bargh, 1994). It is a non-deliberate act 
which probably has unconscious roots involving a variety of unconscious 
motives (Staat, 1997). Impulse buying behavior also has strong 
emotional roots (see section 1.3), because the essential element for a 
purchase to qualify as impulse buying is an emotional response (e.g., 
Beaty & Ferrel, 1998; Rook, 1987; Rook & Gardner, 1993; Statt, 1997; 
Wood, 1998). These emotional responses might be elicited prior to, 
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simultaneously with, or after the unplanned purchase. In other words, 
the lack of planning and the prominent role of emotions, are what made 
impulse buying difficult to be explained by the rational decision-
making model. 
 Both intuition and empirical evidence suggest that affect can play 
an important part in behavioral decision (Manstead, 1996), and in the 
attempt to grasp a better understanding of the impulse buying 
phenomenon, it is essential to have a theoretical model that not only 
incorporates but also assigns a dominant role to the affective aspect. 
 
1.3 The role of emotions in purchase behavior 
 
As it has been pointed out before, the prevailing paradigm used to 
describe consumer behavior is the rational choice model that treated 
preferences as the outcome of a cognitive process focusing on utilities 
and values. Consequently, most consumer research has been predominantly 
cognitive in nature, and the one factor often neglected in this 
approach was the role of affect, which only received minor attention. 
Consumers have always been regarded as dispassionate information 
processors, rationally evaluating available alternatives and 
effortlessly implementing decisions. A wide range of purchase behavior 
is indeed well described by this utilitarian view, yet for a more 
complete understanding of consumer behavior, it must be recognized that 
people are influenced both by long-term rational concerns, as well as 
by more short-term emotional factors (e.g., Batra, 1986; Hirschman & 
Holbrook, 1982; Hoch & Loewenstein, 1991; Holbrook & Hirschman, 1982; 
Shiv & Fedorikhin, 1999; Van der Pligt et al., 1998). 
 The apparent renewed interest in the role of affect in decision-
making could be traced back to the inability of normative models of 
decision-making, such as the SEU model, to adequately explain and 
describe preferences in some instances. Quite often, consumers do not 
behave in accordance with SEU theory, and instead base their choices on 
features that they previously dismissed as irrelevant, this type of 
consumer behavior came to be known as “irrational” (Van der Pligt et 
al., 1998, Zajonc, 1980). 
 The theory of reasoned action and theory of planned behavior also 
pay only limited attention to the role of affective processes. Early 
attempts to incorporate affective determinants of behavioral intentions 
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into these theories only resulted in marginal improvement of their 
predictive validity (Van der Pligt et al., 1998). Because when affect 
is considered at all, it is generally just as a background variable 
shown to have a contextual influence on judgments and is still being 
rather crudely measured (Pham, 1998; Van der Pligt et al., 1998). In 
the context of expectancy-value approaches to attitude and behavior, 
the term affect is used to refer to rather holistic, undifferentiated 
affective reactions to the attitude object, emotional experience is 
treated as simply another antecedent (along with utilitarian beliefs) 
of one’s evaluation toward the attitude object (Zajonc, 1980; Zanna & 
Rempel, 1988). Affect is regarded as simple pleasant (or unpleasant) 
feelings experienced by the consumers which then yield a more or less 
favorable (or unfavorable) attitude, i.e. like-dislike; good-bad. 
 Recent developments in social and consumer psychology suggest that 
affect may play a more central role in the decision-making process than 
previously recognized (Kunda, 1999; Pham, 1998). Holbrook and Hirschman 
(1982) stressed the importance of considering behavioral domains 
typified by richer emotive experience (emotions such as: love, hate, 
fear, anger, joy, sadness, etc.) than simply pleasant or unpleasant 
affect (e.g. like-dislike), and that consumption must be seen as 
involving a steady flow of fantasies, feelings, and fun encompassed by 
what is known as the “experiential view”. A substantial amount of 
research has shown that affect is a significant factor of consumer 
behavior, it is now a consensus that moods, feelings, and emotions are 
important aspects of consumer behavior (Bagozzi et al., 2002; Cohen & 
Areni, 1991; Havlena & Holbrook, 1986; Hoch & Loewenstein, 1991; Pham, 
1998; Rook, 1987). Some current research has even focused on the role 
of specific emotions, such as regret, in the onset of certain consumer 
behaviors (Zeelenberg, van den Bos, van Dijk, & Pieters, 2002). 
 Historically, emotions and feelings were considered as the roots of 
irrationality, and were therefore largely ignored in the traditional 
study of judgments and decision-making. Later on, research on affect 
had shown that incidental affect could alter judgments, yet feelings 
were merely assigned a heuristic or peripheral role, which was thought 
to diminish as judgments became more consequential. Recently, the study 
of judgments and decision-making is leading to a shift in the 
conception of the role of feelings (Pham, Cohen, Prajesus, & Hughes, 
2001). Works on consumer choice literature has also tried to provide 
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both theoretical and empirical account of how affect influences 
consumer choices, yet for the large part how affect operates in 
consumer decision-making remains unknown. 
 In association with the growing recognition of the role of affect in 
decision-making process, two broad mainstreams in consumer behavior 
research emerged; in one perspective decision-making is viewed as 
rational and dispassionate, and the other views it as visceral and 
emotional. These two types of psychological processes can be found in 
separate literatures. Each perspective is able to sufficiently 
illustrate a wide range of consumer behaviors, however, focusing on 
only one will not provide an adequate portrayal of the entire decision-
making process, and thereby limiting our understanding of consumer 
behavior. In regarding the consumer as simply an information processor, 
the equally important aspect of consumer behavior, i.e. emotions, will 
be overlooked (Hoch & Loewenstein, 1991; Holbrook & Hirschman, 1982; 
Manstead, 1996). The characterization of the consumer as a “thinking 
machine” driven purely by cognitions, is a poor reflection of reality 
at best, considering that consumers are often mindless rather that 
mindful decision makers. Attempts aimed to resolve the imbalance 
between the two views of consumer decision-making have been made, some 
of these efforts involved the idea of creating a conceptual bridge 
between the two perspectives of “cold-“ and “hot-consumer” by 
integrating these two broad themes with the hope that it will introduce 
more realism into the area of research in consumer decision-making 
(Pham, 1998; Shiv & Fedorikhin, 1999). 
 The next sections will be devoted to reviews of two attempts to 
incorporate the concept of affect in the decision-making process; which 
deal with the concepts of the two-component model of attitude and 
anticipated emotions. The following discussion will also concern with 
the relevance of the concept of affect to consumer decision-making 
process in general, and consequently to the impulse buying phenomena in 
particular. 
 
1.3.1 Two-component model of attitudes  
 Another way the concept of affect may be incorporated into consumer 
decision-making model is to adopt the idea that consumers’ attitudes 
have two distinct, distinguishable components: one cognitive in nature 
and the other affective. This view suggests that attitudes may be based 
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on qualitatively different elements; i.e. cognition on one side and 
emotions on the other. The evaluative valences of each of these 
components may be consistent with each other, but may also be in 
discord (e.g., Breckler, 1984; Crites, Fabrigar, & Petty, 1994; 
Verplanken, Hofstee, & Janssen, 1998; Zanna & Rempel, 1988). 
 The models of attitude structure most frequently used today, such as 
the theory of reasoned action (Fishbein & Ajzen, 1975), are 
unidimensional models in terms of the nature and scope of its content. 
In these models attitudes consist only of affect that is represented 
through outcome evaluations and being derived from attribute beliefs 
toward the attitude object evaluated in an expectancy-value fashion 
(i.e. having an exclusively cognitive origin) and leading to action 
tendencies (Batra, 1986; Edwards, 1990; Van der Pligt et al., 1998). 
Fishbein & Ajzen (1975) argue that learning may determine affective 
reactions towards particular attitude objects, thus the theory of 
reasoned action only relies on a simple positive-negative dichotomy of 
affect. And more importantly, in the theory “evaluation” and “affect” 
are used synonymously and both are assumed to be determined by outcome-
related beliefs. 
 In contrast to the behavioral beliefs typically tapped in the 
context of such attitude-behavior model, which focus on the utilitarian 
aspects of the outcomes of the behavior, Manstead and Parker (1995) 
define affective-evaluations of behavior as referring to the 
individual’s positive or negative feelings about performing the 
behavior in question. Triandis (1977) theorized that behavioral 
intentions are not a function of a unidimensional attitude construct 
but of expectations of consequences and affect. The unidimensional 
conceptions ardently reject the alternative multicomponent views of 
attitude structure, which hold that attitudes simultaneously consist of 
cognitive, affective, and conative elements (e.g. Rosenberg & Hovland, 
1960). It is possible that attitudes are not limited to narrowly 
construed evaluative responses (Bagozzi et al., 2002). There is indeed 
the need for expanding the unidimensional view of affect to cover the 
full array of emotions that characterizes responses to the consumption 
experience in general (Holbrook & Batra, 1987). 
 The work of Zajonc (1980, 1984) could be considered as the starting 
point for the escalating concern over the role of affect in decision-
making. A distinction between an “evaluative-affect” based on principal 
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attributes of the stimulus and a “pure-affect” that is the basic 
approach-avoidance emotional reaction of the subject to the stimulus is 
made most eloquently by Zajonc (Batra, 1986). Furthermore, Zajonc 
proposed that cognition and emotion should be conceived as two separate 
systems and argued that affective and cognitive processes may proceed 
independently from one another, often working together, but capable of 
being at odds (Parrott, 2001; Van der Pligt et al., 1998). Zajonc 
(1980) claimed for the primacy of affect in the formation of certain 
preferences which means that affective reactions can occur relatively 
automatic without an active role of cognitive processes outside of 
awareness, thus affective independent reactions could even precede and 
influence cognition.  
 Zajonc & Markus (1982) hold the notion that affect and cognition may 
be implicated to varying degrees in an attitude formation, this view is 
stated clearly in the following excerpt: “The antecedents of 
preferences may involve cognitive and affective components in a variety 
of combinations. In some cases the cognitive component may be dominant, 
in some the cognitive and affective factors may interact with each 
other, and in other cases the affective factors may be dominant and 
primary” (p. 124). Breckler and Wiggins (1989) proposed to use the term 
“evaluation” (instead of “cognition”) to refer to attitudes based on 
judgments about the attitude object, and they reserved the term 
“affect” for emotional responses and feelings aroused by the attitude 
object. 
 Zajonc’s claims clearly show the usefulness of the affect-cognition 
distinction in the context of attitude-behavior models and that 
automatic processes can also influence attitudes (Parrott, 2001; Van 
der Pligt et al., 1998). The major contribution of Zajonc’s work was 
the notion that cognition does not need to always precede emotion. 
Traditionally, the affective component of attitudes has include 
emotions, feelings, or drives associated with an attitude object, 
whereas the cognitive component has included beliefs, judgments, or 
thoughts associated with an attitude object. An implication of those 
many theoretical treatments is that the affective component of 
attitudes is post-cognitive (Edwards, 1990). 
 Zanna & Rempel (1988) also propose to distinguish affective and 
cognitive aspects of attitudes. They argue that an attitude is the 
categorization of a stimulus object along an evaluative dimension, and 
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this evaluation can be based upon three different sources of 
information: (a) cognitive, (b) affective, and (c) information 
regarding behavior in the past. Their view goes back to Rosenberg and 
Hovland’s (1960) “tripartite” theory of attitude (see Figure 1.3) which 
postulates that attitudes are predispositions to respond to stimuli 
with certain classes of responses, and designate the three major types 
of attitudinal responses as cognitive, affective, and behavioral. The 
concern of attitude theorists with the interfaces among affect, 
cognition, and behavior may be best exemplified by this view of 
attitudes. This perspective essentially defines an attitude as 
consisting of three interrelated components: an affective component 
involving feelings about and evaluation of the attitude object; a 
cognitive component involving beliefs about the object; and a 
behavioral intentions component (Fazio, 1986). 
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Figure 1.3 Tripartite (three-component) model of consumer's attitude structure 
(adapted from Rosenberg & Hovland, 1960)  
 
 This particular approach became known later as the “three-component” 
model of attitude. The affective component in this three-component view 
could be seen as what is missing in the Fishbein and Ajzen’s theory of 
reasoned action (Manstead & Parker, 1995). 
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 In the similar spirit with Zajonc’s claims (1980), Zanna and Rempel 
build upon this early work of Rosenberg and Hovland (1960), and argue 
that it is possible for an attitudinal judgment to be dependent 
strictly on cognitive beliefs, on affect or on past behavior in 
relation to the attitude object. Beliefs, feelings and behaviors are 
not mutually exclusive and constitute different ways in which attitude 
is formed and experienced, moreover, the three components need not be 
consistent and can have different valences (Zanna & Rempel, 1988). 
 Even though the shortcoming of Rosenberg and Hovland’s view (i.e., 
the unspecified nature of when and under what conditions attitudes will 
be based on one source of information rather than another) has not been 
resolved, most importantly, Zanna and Rempel’s conceptualization 
implies that evaluation and affect are different components of 
attitudes. Empirical evidences support the notion that evaluative 
judgments can be reflected in affective, cognitive, and behavioral 
responses (Crites et al., 1994). Further studies have also confirmed 
that affect, behavior, and cognition are distinct attitude components, 
which are moderately correlated (e.g., Bagozzi, 1978; Breckler, 1984). 
Recent research however have in a sense “removed” behavior, as a 
component of attitude, and have instead shifted focus to the affective 
and cognitive antecedents as candidates for a multidimensional 
conceptualization of attitude (Bagozzi et al., 2002; Crites et al., 
1994).  
 A variety of research findings suggest that affect can have a strong 
and independent impact on attitudes, attitudes are formed not only 
through reason, but also through needs, wishes, feelings, and other 
emotional factors (Edwards, 1990; Van der Pligt et al., 1998). The 
distinction between the affective and cognitive components of attitudes 
has been empirically validated (e.g., Breckler and Wiggins, 1989; 
Edwards, 1990; Manstead & Parker, 1995; Van der Pligt et al., 1998). 
Several studies indicate that it is possible to distinguish between 
affective, and more cognitive-analytical determinants of attitudes and 
behavioral decisions; and empirical evidences also show that evaluative 
responses based on affective reactions (i.e specific emotions) are 
distinguishable from evaluative responses based on beliefs about the 
attitude object. Bagozzi (1981) has found evidence for the convergent 
and discriminant validity of a two-component model of attitudes, which 
suggest that attitudes have an affective and a (multidimensional) 
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cognitive component, both leading to behavioral intentions (Batra, 
1986). Affect and cognition can be distinct separate, yet empirically 
associated, dimensions of attitude; and they function differently in 
the prediction of behavior. The components can be dependent on 
different antecedents and predict consequences differentially. 
 The notion of two separate components of attitude leads to the 
possibility that affect and cognition may be implicated to varying 
degrees in an attitude formation. Whether the affective or cognitive 
component of an attitude becomes dominant often may be independent of 
which component was most influential when the attitude was initially 
formed. It is likely that, in many instances of attitude formation, 
affective processes and cognitive processes operate in parallel and may 
not be as separable and sequential as the conceptual distinction 
between an affective (i.e., emotion-based) and a cognitive (i.e., 
belief-based) attitude (Edwards, 1990). Evaluations of emotions and 
feelings that are associated with an attitude object have been proved 
to be more accessible in memory than evaluations of thoughts about the 
object (Verplanken et al., 1998).  
 Consumers’ decisions can also be influenced by affect arising in a 
relatively spontaneous manner from the stimulus, with little 
involvement of cognitive processes (Shiv & Fedorikhin, 1999). Rook 
(1987) characterizes impulse buying behavior precisely as such, by 
stating that the behavior occurs when a consumer experiences positive 
affect spontaneously on confrontation with a product, which result in a 
sudden urge to choose the product eliciting these affective reactions, 
and could an involve overriding of long-term rational preferences. The 
feelings of desire that consumer often experience in shopping 
situations may occur with minimum conscious deliberation, a 
characteristic of automatic or mindless behavior, and with little or no 
cognition (Hoch & Loewenstein, 1991). 
 However, work in the area of the role of affect in consumer 
decision-making also suggests that consumers’ decision can be 
influenced by affect arising from cognitive processes such as making 
trade-offs between attribute values and from having to expend high 
cognitive effort (Shiv & Fedorikhin, 1999). That finding provides 
empirical evidence for the role of processing resources in determining 
the relative influence of affect and cognitions on choice, it suggest 
that any factor which reduces the availability of processing resources 
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in the shopping environment is likely to increase impulse buying by 
consumers. This notion leads to another area of research, i.e., 
anticipated affective state. 
 Clore (1994) however, argued that all emotions require cognitions. 
The anticipation of post-behavioral affective consequences (e.g., 
regret) requires considerable cognitive processing. It requires 
thinking through various courses of action and non-chosen actions. 
Lately, researchers in the area of behavioral decision-making have 
focused on more specific emotions. Distinguishing between various 
affective or emotional states could help our understanding of 
anticipated, post-behavioral affective reactions and their role in 
attitudinal and decision processes. If we want to learn more about the 
role of affective and the more cognitive determinants of attitude and 
behavior, the various possible anticipated emotions should receive more 
attention in the belief-based measures of attitudes (Van der Pligt, 
1998). 
 
1.3.2 Anticipated affective states  
The dramatic increase of recognition of the importance of affect in 
decision-making has lead to research on the role of anticipated 
affective states. This area of research is based on the idea that post-
behavioral feelings can influence people’s behavior to the extent that 
these feelings are anticipated. An important component of this idea is 
the possibility that behavior can be motivated by the anticipation of 
emotion that could or will occur, based on the assumption that emotions 
can be described in terms of both situational appraisals and modes of 
action readiness (Bagozzi et al., 2002). The emotions people expect to 
feel after they have engaged in a behavior may be as important as the 
more instrumental cost and benefit they expect to gain as a result of 
the behavior in question (Manstead, 1996; Van der Pligt et al., 1998). 
Anticipated affect proved different from both more cognitive 
evaluations and general affect associated with the behavior (Bagozzi et 
al., 2002). The independent role of anticipated affect as a determinant 
of intention, thus provide further support for the usefulness of 
affect-cognition distinction in the context of attitude-behavior 
models. 
 As mentioned earlier, incorporating one specific emotion instead of 
the whole range of emotions could help to improve the descriptive 
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validity of a SEU theory such as the theory of planned behavior (Van 
der Pligt et al., 1998). Initially, research on the role of post-
behavioral feelings in human decision-making focused on anticipated 
regret, based on the assumption that anticipatory regret can have 
profound effects on behavioral choice. 
 Regret was the second most frequently named emotions, after love 
(Zeelenberg et al., 2002). Regret refers to feelings of loss or sorrow 
that follow when a decision turns out badly. Regret is “the painful 
sensation of recognizing that ‘what is’ compares unfavorably with ‘what 
might have been’” (Sugden 1985, p. 77). Feelings of regret are usually 
more intense when negative outcomes result from atypical as opposed to 
typical/normal action. Regret is more extreme the more abnormal the 
decision was (Zeelenberg et al., 2002). Previously it was believed that 
action effect (i.e., actions result in more regret as opposed to 
inactions) will always occur because actions are often more abnormal 
than inactions are (Kahneman & Tversky, 1982). However, research in 
consumer psychology often shows that people only take action when prior 
experience was negative, consumers primarily switch brands after a 
negative experience; on the other hand, after positive or neutral 
experiences consumers tend to remain inactive and stick to their chosen 
brand (Zeelenberg et al., 2002). Negative prior outcome can induce a 
tendency to act and consequently make action more normal than inaction, 
then the inaction effect (i.e., actions foregone are regretted more 
than actions taken) will take place instead. Concern about the regret 
that may follow a bad decision promotes risk-aversion, sometimes risk-
aversion is so extreme that a decision maker is reluctant to make 
decision because of it (Kardes, 1994). However, when there exist an 
expectation of post-decisional feedback on riskier option, then risk-
seeking tendency might occur instead to avoid future regret 
(Zeelenberg, 1999).  
 Anticipated regret adds to the predictive power of attitude-behavior 
models, and this indicates that people differ in the extent to which 
they consider post-behavioral affective outcomes (e.g., Richard, de 
Vries, & Van der Pligt, 1998). When future regret is made salient to 
the attention of the decision makers, then this anticipated regret will 
receive more consideration in the decision process (Zeelenberg, 1999). 
In short, regret is a powerful predictor of behavior and it thus seems 
a prime candidate to be incorporated in attitude-behavior models.  
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 The basic decision theory underlying this approach is the regret 
theory, a modified version of the standard SEU theory, which specifies 
that the utility-value placed on a choice-option also depends on the 
feelings evoked by the outcome that would have been achieved if one had 
chosen the rejected alternative choice (Loomes & Sugden, 1982; 
Simonson, 1992, Van der Pligt et al., 1998; Zeelenberg, 1999). This 
theory rests on the following two basic assumptions. First, people 
compare the actual outcome with what the outcome would have been, had a 
different choice been made, and that they experience emotions as a 
consequence. Hence, people experience regret when the foregone outcome 
would have been better, and rejoicing when the foregone outcome would 
have been worse.  Second, the emotional consequences of decisions are 
anticipated and taken into account when making decisions. Thus the 
tendency to avoid negative post-decisional emotions (e.g. regret, 
disappointment and self-recrimination), and to strive for positive 
feelings and emotions (e.g. rejoicing, elation and pride), are assumed 
to be important determinants of individual decision-making. In 
principle regret theory can explain many of the deviations from utility 
theory (Zeelenberg, 2002). 
 Although empirical evidence concerning the possible impact of these 
anticipated emotions is still limited, due to a relatively short 
history of research on affective determinants of preference and choice, 
it provides a wider perspective than the theories stressing on the 
rational and reasoned aspects of judgment and decision-making (Van der 
Pligt et al., 1998). Therefore, regret theory has also been applied to 
various behavioral domains including also consumer behavior. 
 It has been suggested that anticipated affective reactions can also 
influence such diverse behaviors as consumer behavior, because 
consumers can often anticipate how they would feel if their decisions 
yielded negative or less positive outcomes (Baron, 1991). Moreover, 
concern about regret induces certain behaviors from consumers such as 
to purchase a product on sale now, rather than wait for a better sale 
later, and to prefer a well-known brand to a less expensive, lesser-
known brand. In each of these cases, consumers are willing to pay a 
premium to reduce uncertainty and to reduce the risk of obtaining an 
unsatisfactory outcome (Kardes, 1994). Awareness that an action can 
have negative post-behavioral affective consequences is an important 
factor in producing consumer behavioral change, for example, Simonson 
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(1992) used an experimental affect manipulation to influence consumer 
behavior. More recently, Bagozzi et al. (1998) proposed the theory of 
Anticipated Emotions, which stated that both anticipated positive and 
negative emotions are relevant to goal-directed behaviors and function 
to influence volitions in decision-making. It proposes that people 
anticipate the implications of acting by forming “prefactual” (i.e., 
forward-looking counterfactual thinking of the sort embodied in 
anticipated happenings and their implications for oneself) emotions 
toward the consequences of goal attainment and goal failure. 
 Perugini and Bagozzi (2001) combined anticipated emotions with 
desires and frequency and recency effects of past behavior, along with 
the variables from the theory of planned behavior, to produce an 
integrative approach known as the model of goal-directed behavior (see 
Figure 1.4). They found that the role of anticipated emotions is an 
important new antecedent, since this integrative model not only 
accounts for more variation in intentions and attitudes, but also 
provides a richer explanation for how these variables arise than the 
original theory of planned behavior. 
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Figure 1.4 The model of goal directed behavior (after Bagozzi et al., 2002) 
 
 The traditional view considers impulse buying as a kind of 
emotional, and thus in the view of many, irrational consumer behavior, 
because after a period of time the consumers may experience regret for 
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having made the impulse purchase which then leads to attempts at self-
control. The perplexing thing is that even before making the purchase, 
the consumer may have already been aware about the possibility of 
experiencing regret for having bought a particular product, and despite 
having this awareness, the person still decided to make that purchase. 
Dittmar (2000) suggested that this might be a case of internal conflict 
between ‘ought’; represented by the concept of anticipated regret; and 
‘desire’; represented by the economic dual-self model of the consumer 
being torn between “irrational” short-term gratification and rational 
long-term planning. It is suggested that the experience of regret in 
consumer behavior is multi-dimensional (Dittmar, 2000); for instances, 
the very same impulse purchase can be simultaneously regretted on some 
dimensions (e.g., money spent) and not regretted on others (e.g., the 
satisfaction of possessing a ‘limited-edition’ item). Another possible 
answer lies on the fact that consumers often make decision mindlessly, 
without allocating sufficient processing resources to access the more 
cognitive evaluations and based their choice options on spontaneous 
affective evaluations instead. 
 
1.4 Emotional arousal 
 
Emotions arise in response to appraisals one makes for something of 
relevance to one’s well being. Thus, it is not the specific events or 
physical circumstances that produce the emotions but rather the unique 
psychological appraisal made by the person assessing and interpreting 
the events and circumstances (Bagozzi et al., 2002). Different people 
can have different emotional reactions (or no emotional reactions at 
all) to the same event or happening.  
 Some theorists maintain that emotions are not merely reactions to 
appraisals of events but also include action tendencies (i.e., 
readiness to engage in or disengage from interaction with some goal 
object’ and includes ‘impulses of “moving toward”, “moving away”, and 
“moving against”) as part of their meaning (Frijda, Kuipers, & ter 
Shure, 1989: 213). Therefore, appraisals can be deliberative, purposive 
and conscious; but they can also be unreflective, automatic, and 
unconscious; depending on the person and the eliciting conditions for 
emotional arousal. 
 
Buying impulses: A study on impulsive consumption 
Introduction  25 
 Arousal is a fundamental aspect of behavior related to emotions. It 
is important to recognize that emotional meanings can be processed 
subconsciously, emotions can be activated automatically, and responses 
to emotions can also occur automatically. It appears that arousal is a 
key part of emotional functions in the brain that underlies much of its 
automaticity (Bagozzi et al., 2002).  
 A substantial amount of research has suggested that arousal 
experienced at a given point in time may accentuate subsequent 
affective and evaluative responses. Consumer’s responses to a given 
object may be more extreme or polarized if the consumers have been 
recently aroused. Aroused consumers may report more extreme evaluations 
because they “feel strongly” about something. People may additionally 
infer the strength of their preferences by monitoring the intensity of 
these feelings; that is, the level of arousal elicited by the target 
(Gorn, Pham, & Sin, 2001). Affect may therefore provide information not 
just in terms of the direction, but also in terms of the intensity of 
these preferences. Moreover, the seeking of emotional arousal is 
posited to be a major motivation for the consumption of certain product 
classes (Hirschman & Holbrook, 1982). 
 
1.4.1 Affect intensity 
 Affect intensity refers to stable individual differences in the 
strength with which individuals experience both positive and negative 
emotions (Larsen & Diener, 1987). Affect intensity has been found to 
have a direct relationship with emotional response, high affect 
intensity individuals consistently experience their emotions with 
stronger magnitudes when exposed to either negative or positive 
emotionally provocative stimuli, however, these differences in 
emotional intensity tend to disappear when people are confronted with a 
non-emotional stimulus (Moore, Harris, & Chen, 1995). Persons high in 
affect intensity are “arousal hungry” in the sense that they maintain 
higher average daily levels of arousal than low affect intensity 
persons. High-intensity individuals tend to seek out and engage in 
ordinary life activities that are more emotionally stimulating and 
therefore maintaining strong and consistent emotional arousal level 
(Moore & Homer, 2000). 
 Emotions elicited by an individual had a direct positive impact on 
attitude formation (Holbrook & Batra, 1987). Therefore it is reasonable 
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to assume that the strength of the emotion experienced by the 
individual would bring about significant changes in attitude. Affect 
intensity has been found to have direct effects on attitudes formation 
(Moore, et al., 1995). Since high affect intensity individuals respond 
with stronger emotional reactivity than people with low affect 
intensity, it is also plausible to speculate that high affect intensity 
individuals may tend to rely more on their emotions as inputs to 
attitude formation, thus strengthening the path from emotion to 
attitude. 
 Numerous studies have shown that attitudes have two separate 
components; one interpreted as the cognitive component, and the second 
as the affective component (Breckler & Wiggins, 1989), these two 
components were sometimes also referred to respectively as “utilitarian 
or instrumental” and “hedonic or consummatory” in the application on 
consumer research. 
 The affect-as-information framework (Schwarz, 1990) suggests that 
people may sometimes rely on the ‘How-do-I-feel-about-it?’ (HDIF) 
heuristic and infer the direction of their preference (i.e., like v.s. 
dislike) from their feelings toward the target because they perceive 
these feelings to contain valuable judgmental information, and 
therefore are informative about the current situation (Forgas, 
Ciarrochi, & Moylan, 2000; Pham, et al., 2001). In the affect-as-
information model, the evaluative inputs are indeed actual feelings, 
i.e., subjective experiences of affective states and responses, 
experienced at the time of evaluating the target. 
 Pham et al (2001) found that the conscious monitoring of feelings 
toward a stimuli was faster than reason-based assessments of the same 
stimuli. This finding substantiates the assumption that affect might 
actually precedes cognition (Zajonc, 1980) which so far had received 
only limited empirical support (e.g., Verplanken, et al., 1998). 
Furthermore, it also supports the prediction of the basic properties of 
feeling-based and reason-based evaluations. Emotions directly stimulate 
volitions and initiate action, in contrast, reason-based assessments 
are often slower because they require a greater number of cognitive 
operations, especially when the multiple evaluative criteria need to be 
integrated (Bagozzi, 1992; Pham et al., 2001). Many everyday consumer 
stimuli trigger affective and emotional schemata that involve automatic 
associative processes and therefore are very strong and rapid. 
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 Pham et al (2001) proposed that both feeling-monitoring and reason-
based assessments intervene in natural processes of evaluation, with 
one type of process or the other being more prominent depending on the 
judgment to be made. In summary, the research shows that people often 
form overall evaluations based on their momentary feelings toward the 
target and appear to do so in an informed, deliberate manner. People 
exhibit great flexibility in choosing to include or to exclude their 
feelings, depending on the relevance of these feelings to the judgment 
or decision to be made (Gorn et al., 2001, Pham, 1998). 
 
1.4.2 Arousal regulation 
Attempts to explain individual differences toward sensory arousal lead 
to the concept of arousal regulation, which suggested that there 
operate a mechanism regulating the arousal levels by augmenting or 
minimizing the intensity of the stimulation experienced, to suit the 
individuals preference due to his temperament. This arousal regulation 
function has also been associated with affect intensity, given that 
affect intensity has a stable temperament-like characteristic (Moore & 
Homer, 2000). It might then be predicted that individual differences in 
affect intensity should covary with the dominant dimensions of 
temperament.  
 Larsen (1984) proposed four fundamental dimensions of temperament 
that serve as the means to regulate arousal level: (a) emotionality, 
i.e. the intensity with which the individual is aroused by emotional 
stimuli; (b) sociability, i.e. the extent to which the individual 
responds to, or seeks out, emotional stimulation from the companionship 
of others; (c) sensory arousability, i.e. the extent to which the 
individual tends to be easily aroused by sensory stimuli; and (d) 
activity level; i.e. the extent to which the individual displays a high 
or low level of energy.  
 Some studies (e.g., Larsen et al., 1986; Moore & Homer, 2000) found 
a significant relation between affect intensity and temperament. The 
findings suggest that a high level of affect intensity is associated 
with high levels of the four dimensions of temperament. In other words, 
people who have elevated affect intensity might also: (a) manifest a 
greater tendency to react with stronger levels of emotion when exposed 
to an affectively charged appeal; (b) have a higher need for social 
stimulation; (c) display a higher level of sensitivity to sensory 
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stimulation; and (d) tend to be more active than their low affect 
intensity counterparts. When individual differences in affect intensity 
is regarded as a dimension of temperament, then as a consequence it can 
influence consumers’ lifestyles and preferences. 
 
1.5 The automaticity of consumers’ life 
 
Contrary to the typical assumptions of perfect rationality, actual 
decision-making is usually based only on “selected” information despite 
the abundance of available information; therefore, more information is 
not necessarily helpful. Consumers are likely to develop shortcut 
decision rules (i.e., heuristics) instead, to facilitate decision-
making process in collecting information and to form expectations  
(Bettman, et al., 1991; Schiffman & Kanuk, 2000; Van Raaij, 1991). 
These simplifying heuristics are simple-forms, and may even lead to 
biased-forms, of information acquisition and reasoning. In addition, 
many everyday decisions are also made quickly and easily because they 
are based on a spontaneous attitude-to-behavior process that does not 
require a great deal of deliberation or reflection. If every decision 
required extensive analysis and effortful information processing, time 
and energy constraints would allow people to make very few decisions 
each day and it would take longer for people to achieve their goals 
(Kardes, 1994). 
 Following those lines of reasoning, in contrast to the theory of 
reasoned action, Fazio (1986) has proposed that much behavior is rather 
spontaneous and that attitudes may guide behavior by a relatively 
automatic process. Fazio (1986) argues that attitudes can guide 
behavior without any deliberate reflection or reasoning on two 
conditions; first, if the attitude is accessed spontaneously by the 
mere presence of the attitude object; and second, if the attitude 
colors perception of the object so that when the attitude is favorable 
(or unfavorable), the qualities of the object appear more favorable (or 
unfavorable). A model of spontaneous attitude-to-behavior process 
emerged as a development of this idea. 
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1.5.1 Fazio’s spontaneous processing model 
Fazio (1986, 1990) argued that deliberative models (i.e., theory of 
reasoned action and theory of planned behavior) apply only to the 
extent that people have the motivation and opportunity to process 
information, constructing attitudes toward the behavior, deciding upon 
a behavior intention, and act on it; otherwise a spontaneous processing 
will take over. Fazio (1986) votes for multiple processes and proposed 
an alternative model based on the notion that behavior is sometimes 
spontaneously produced when an attitude is activated. He termed the 
model as the MODE model, in which Motivation and Opportunity serves as 
Determinants of the process by which attitudes guide behavior. This 
spontaneous processing model of the attitude-behavior relation (see 
Figure 1.5) suggests that it is crucial that attitudes must be 
activated from memory before they can influence later behavior (Fazio, 
1986). 
 The likelihood of this attitude activation from memory on mere 
observation of the attitude object depends on the accessibility of the 
attitude or the strength of the object-evaluation association. Attitude 
accessibility (i.e., the readiness with which attitudes are accessed in 
memory) appears to be an important and central moderating factor in the 
attitude-to-behavior process, and thus is regarded as consequential in 
relation to attitude-relevant behavior (Bagozzi et al., 2002; Fazio, 
1986; Petty, Unnava, & Strathman, 1991; Schuette & Fazio, 1995). 
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Figure 1.5 A schematic diagram of the Fazio’s (1986) model of the attitude-to-
behavior process 
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 Attitude accessibility determined the extent to which the attitude 
colored judgment of the information. Attitudes that are more accessible 
(i.e., activated quickly) are presumed to be more powerful determinants 
of behavior than attitudes that are less accessible (i.e., activated 
more slowly). If the attitude is highly accessible, then it is more 
likely to be activated automatically from memory upon exposure to the 
attitude object or other relevant cues, and is likely to result in 
immediate perceptions that are attitudinally congruent (Eagly & 
Chaiken, 1993; Fazio, 1990). Activation of the attitude from memory 
initiates the spontaneous attitude-to-behavior process (see Figure 
1.5).  
 In the context of consumer behavior, once activated, an attitude 
directs focal attention toward attitude-consistent aspects of an 
attitude object and leads consumers to neglect attitude-inconsistent 
information (Fazio, 1986). People with highly accessible attitudes 
toward a consumer product were more likely to select it when given the 
opportunity than were people with identical but less accessible 
attitudes (Petty, et al., 1991). When attitude accessibility is low 
(i.e. when attitudes are unlikely to influence choice), attitude-
behavior consistency will decrease. 
 There are many available models of consumer judgment and decision 
processes, and each model put emphasize on different factors. Review of 
these models makes it clear that not all consider choice decisions as 
being made quickly and easily, and that some assume that decisions 
require deliberation and reflection. The theory of reasoned action 
provides a good example of a deliberative processing model of the 
attitude-behavior relation and is in fact the most familiar of the 
deliberative processing model (Fazio, 1990), although recently Ajzen 
(2000) has introduced the operation of spontaneous or automatic 
processes in the theory of planned behavior. The spontaneous processing 
model and the deliberative processing model represent the two extremes 
of the spontaneous-deliberative processing continuum. 
 The MODE model provides a useful framework for conceptually 
integrating a wide range of processes by which attitudinal judgment 
(overall evaluations) can be translated into overt behavior, 
incorporating the automatic processing impact of attitude upon behavior 
that is inherent to the model proposed by Fazio (1986) and the 
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deliberative processing impact of attitude upon behavior that is 
central to Ajzen and Fishbein’s (1980) theory of reasoned action. 
 Just as accessible attitudes have been argued to be more likely to 
influence behavior than less accessible attitude (Fazio, 1986), so too 
accessible motives and goals should be more likely to influence 
behavior (Bargh, 1990). The idea that motives and goals are also 
capable of being activated spontaneously leads to the development of 
the auto-motive model. 
 
1.5.2 The Auto-motive model 
The consensus view used to be that a mental process is either 
automatic, i.e. possessing all qualities of automaticity; or 
controlled, i.e. possessing all the opposite qualities. It has since 
become apparent that a mental process cannot satisfy the strict 
definition of automaticity, i.e., unintentional, occur outside of 
awareness, uncontrollable, and efficient in its use of attentional 
resources (Bargh, 1994). Following this strict rule, then many claims 
of automaticity could not be considered as authentic because they 
failed to meet all four criteria of automaticity. 
 In response, Bargh (1994) vouched for the decomposition of 
automaticity into four separate defining qualities. These four 
“horsemen” of automaticity are: (1) intentionality, the extent to which 
thought and behavior are unintentional; (2) control, the extent to 
which thought and behavior are uncontrollable; (3) efficiency, the 
extent to which thought and behavior are efficient in their use of 
attentional resources; and (4) awareness, the extent to which thought 
and behavior occur outside of awareness. A mental process does not need 
to meet all of those four criteria to be considered as automatic, a 
process can have some qualities of an automatic process, while at the 
same time having qualities of a controlled process as well (Bargh, 
1994).  
 This decomposition of automaticity is an important issue in its own 
right, because it leads to the idea that the outcomes of social 
cognitive processes could be very different, depending on whether one 
is aware of influences, whether one has specific intentions or goals 
within the situation, whether attentional resources are in ample or 
short supply, and whether one is motivated to take control over one’s 
decisions and behavior. 
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 Impulse buying is an unplanned purchase behavior that is 
characterized as being driven by irresistible urge to buy with little 
or no deliberation. It certainly contains the elements of automaticity, 
and therefore is apt to be considered as an automatic behavior. The 
profile of impulse buying on the four qualities of automaticity is 
likely to be: low on intentionality, it is unplanned beforehand and 
happen without any intention; low on control, the urge to buy emerges 
beyond control; high on efficiency, it is efficient in the use of 
attentional resources since no deliberation is involved; and high on 
awareness, the consumer must be aware of making the impulsive purchase. 
It seems that impulse buying fit a certain profile of automaticity, the 
high on awareness quality makes impulse buying an interesting case of 
automatic behavior. 
 The automatization of routine thought processes frees one’s limited 
attentional resources for non-routine matters, and enables a reduction 
of the massive amount of stimulation and information bombarding the 
individual at any given moment into a more manageable subset of 
important objects, events, and appraisals. But with the increased 
efficiency of thought also comes a lack of awareness of engaging in 
that process, leading to a likelihood of misattributing the causes of 
one’s feelings and a loosening of one’s intentional grip over decisions 
and judgments (Bargh, 1994). 
 When particular motives and goals repeatedly lead to a specific 
behavior, the strength of association between these and the situation 
features is reinforced and the link becomes automated. The central 
hypothesis of the auto-motive model is that this goal or intention, as 
a complex strategy of interacting with the world, can be started in 
motion by environmental stimuli. Stimuli in the environment can 
directly activate a goal, this automatically activate goal will then 
become operative, activate intentions, and guide cognitive and 
behavioral processes within that environment, without any need for 
conscious decision (Bargh, 1990; Bargh, 1997). 
 In his auto-motive model of goal directed action, Bargh (1997, p. 
29) added the assumption that “the entry point or trigger that starts 
that goal into operation can itself be subsumed and removed from 
conscious choice” to the idea that once an automatic skills is 
activated, it can interact with the environment and direct responses 
without any conscious involvement. There is no theoretical a priori 
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requirement for conscious process to mediate the perceptual, 
evaluative, or behavioral effect. Quite the opposite, much of the 
attributional judgment is spontaneous, unintended, and nonconscious. 
 As Zajonc’s (1980) argument that immediate affective reactions could 
be prior to or in the absence of “cognitive” (i.e., conscious 
recognition of the stimulus) information processing, has been verified 
by research; affective reactions can indeed be prior to, more 
immediate, and independent of even the most basic conscious processes 
such as recognition of the stimulus (Bargh, 1997a). The social- 
interactive behavior resulted from the auto-motive process is very much 
goal directed and purposive. 
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Figure 1.6     The Auto-Motive Model (summarized from Bargh, 1990). 
 
 Bargh (1990) stated that the auto-motive model follows several basic 
postulates (as it is being schematically represented in Figure 1.6): 
1. Behavioral and cognitive goals can be directly activated by the 
environment without conscious choice or awareness of the activation. 
2. The goals, once activated, direct information-processing and social 
behavior. The mental states activated have motivational qualities 
and also exist in chronic motivations. 
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3. The activated goals operate autonomously, bypassing the need for any 
conscious selection or choice, but producing outcomes different from 
those that would occur if the goal were not activated. 
 The dominant emphasis of consumer research is on purchase decision 
with purely cognitive approach, and all of these major approaches posit 
consciously made and deliberate choices, decisions, and actions. Recent 
developments in social cognition research have attributed to two 
important notions: (1) non-conscious processes play a substantial role 
in psychological and behavioral phenomena; and (2) needs and goal 
pursuits have a central and modifying role. This new progress would 
appear to be highly relevant to consumer research, yet it has not had 
much impact on consumer research. 
 Previous discussion within consumer research has treated non-
conscious influences as hedonic impulses. Bargh (2002) seek to expand 
the consideration of non-conscious motivations beyond hedonic impulses 
(e.g., compulsive buying) and physiological need states (e.g., 
addiction), to the operation of any kind of goal or motivation a person 
can have consciously (e.g., self-protective or self-esteem enhancement 
motivations and interpersonal goals). 
 Consumer behavior involves the circumstances in which one is 
motivated and involved, where one’s money is on the line, and where the 
outcome of choices matters to one’s health or happiness. The realm of 
consumer research such as in the case of impulse buying, would seem to 
be the ideal playing field on which to establish whether the new models 
of automatic goal pursuit and automatic evaluation processes do indeed, 
apply in the “real world”, given that impulse buying might very well be 
a case of a non-deliberate behavior, guided by motives and goals which 
are activated preconsciously. 
 So far impulse buying has been discussed in the terms of its 
qualitative description (e.g., cognition, emotion, automaticity), the 
next section will take a functional approach instead, and considered 
the role of impulse buying in the context of consumers’ self-identity. 
 
1.6 The role of “Self” in impulse buying 
 
Nowadays, it has been accepted that shopping is no longer just an act 
of acquisition of necessities, but it has become a major leisure and 
lifestyle activity. This shift has produced an increase in both 
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unplanned, non-necessity purchase, and/or impulse buying. In fact, 
contrary to traditional economics view, the socio-cultural perspective 
has always regarded consumption as a cultural process. Rather than 
being simply the effect of economic phenomenon, consumption can be seen 
as a system of signs that produce meanings or images linked to culture 
and identity, because it involves the use of possessions as a mean to 
create social identity (Baudrillard, 1988). Instead of being the 
passive “victims” at the mercy of capitalist producer’s attempt to 
create a market and a need for products, consumers are able to assert 
their social status via a display of commodities and services purchased 
that acted as symbolic markers of affluence and status, in addition to, 
or regardless of their functional necessity (Veblen, 1899).  
 Individual’s capacity to consume is not only determined by 
variations in the economic capital (i.e., the amount of money for 
disposal), but also depends on the cultural capital (i.e., what have 
been learned from the cultural environment). According to Bourdieu 
(1984), consumers developed tastes for certain objects as a result of 
habitus (i.e., a web of knowledge, understanding of cultural 
classification system, and ‘common-sense’) which predispose them to see 
objects in terms of whether or not these things are appropriate for 
them as particular kinds of people. However, tastes are not merely 
social phenomena but are rather consequences of individualistic choices 
that have been designed socially through the structural forces of 
social class. Consumers are still the ones who play an important part 
in creating the meanings of products, since habitus is a merely 
flexible dispositional system that regulates the individual’s capacity 
to act. This view concludes that the practice of consumption is 
simultaneously a symbolic as well as an economic act. Still, it has not 
provided adequate explanations of the variety of ways in which people 
actively use the products they consume in creating meaningful 
identities for themselves. 
 In the contradictory structure of economic life, the two processes 
of production and consumption are intimately and inextricably 
connected. In the role as producers people must be capable of delaying 
desires for immediate gratification and therefore cultivate the work 
ethic, however acting as consumers demands quite the opposite capacity, 
that is to succumb to temptation and to instantly satisfy the needs 
(Giles & Middleton, 1999; Lury, 1996). The development of consumer 
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culture has to be put in the context of this production and consumption 
cycle (Lury, 1996). Consumer culture could then be seen as a specific 
form of material culture, i.e., the culture of objects use. People’s 
willingness and boundless capacity to capitulate in consumption is 
linked deeply to felt desires and to indulgence in impulses.  
 Consumer culture gave context in understanding that not only self-
identity is related to private possessions, self-identity in itself is 
asserting oneself as one’s private possessions. From the idealistic 
viewpoint individual identity should be an independent material 
context, free of any influence from the socio-cultural environment. 
While the materialistic perspectives view identity as defined by the 
exchange, possession, and use of goods. Dittmar (1992) suggested a 
“magical” solution to this idealism-materialism paradox of self-
identity, by introducing the link of identity to possessions as a new 
dimension.  
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Figure 1.7 The dimension of meaning in impulse purchases (after Dittmar, 1995) 
 
 Dittmar et al. (1996) proposed the social constructionist theory, a 
new perspective to explain impulse buying, this approach draws on the 
social psychological literatures and on recent developments in the 
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psychology of material possessions. So far, the previous standard-
economic, mainstream-marketing, and psychological approaches to view 
impulse buying, have not been able to explain why people buy on 
impulse, nor why certain objects are more susceptible to impulse buying 
than others, and are likely to lump together unplanned purchases with 
different motives (Dittmar et al., 1995; 1996). 
 The core of this social constructionist theory states that impulse 
purchases are especially likely to be those goods that project one’s 
self-image. It rests on two basic ideas represented in the ‘symbolic 
consumption’ and symbolic self-completion theory (Dittmar et al., 
1996). The perspective of symbolic consumption (see Figure 1.7) 
proposes that consumers do not just consume actual products, but also, 
or even instead, consume the symbolic meanings attached to those 
products, which express the personal and social aspects of one’s 
identity. Therefore, buying consumer goods is an important part in the 
construction and maintenance of consumers’ self-identities; in the 
assertion of social status; and in the attempts to improve one’s mood.  
 The dynamics of when and why people might purchase particular kinds 
of goods on impulse is explained by the symbolic self-completion theory 
(Wicklund & Gollwitzer, 1982). These authors argued that people acquire 
and display material symbols, amongst other strategies, to compensate 
for perceived inadequacies in certain dimensions of their self-concept, 
a process they termed symbolic self-completion. This theory might very 
well apply to impulse buying. The model (see Figure 1.8) postulates 
that an important motivation that drove individuals to buy on impulse 
is to compensate for perceived self-discrepancies between their ideal 
and actual selves, especially for those who are inclined to use 
symbolic consumption as a self-completion strategy. Consequently, some 
classes of goods would be bought relatively more frequently on impulse 
than others; and the buying considerations employed in impulse 
purchases are different than in planned purchases. Psychological 
considerations, with mood as the most important one, are expected to 
predominate in impulsive purchases; while functional considerations are 
more likely in contemplative purchases. 
 This social constructionist approach offers an integrative model of 
impulse buying and new insights into the phenomenon (Dittmar et al., 
1995; 1996). It complements the economic theory by providing a reason 
to why people buy a particular item impulsively at a particular time, 
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the model predicts that people are particularly likely to buy on 
impulse if they perceive aspects of their self as discrepant from their 
ideals. The benefit of this view for marketing concerns is the 
predictive power of which goods are likely to be bought impulsively, 
apparently those goods that relate to self-image concerns would be much 
better candidates than simple utility items.  
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Figure 1.8 Theoretical model of impulse buying (after Dittmar, 1996) 
 
 Thinking about consumption can focus upon the ways in which acts of 
consumption are creative and active ways in which individuals 
articulate their own identity. Consumer’s choice between alternatives 
is often not between competing use-values, but a selection of one 
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particular commodity over others for the meanings, pleasure and social 
identity this object represented for the consumer (Fiske, 1987; Giles & 
Middleton, 1999).  
 Lury’s  (1996) concept of young people, positioned them as a kind of 
new audience with the creative potential. In this capacity, young 
people is regarded as the key factor in the progress of consumer 
culture. Young people see consumption as a source of pleasure, as a way 
in which they are enabled to assemble identities creatively from a 
diversity of styles, products, and appropriation of cultural forms.  
 Raban’s (1974, p.64) account, as a travel writer, of the modern city 
as an “emporium of styles” beautifully described the relationship 
between the acts of consumption and individual’s identity: “In the 
city, one is barraged with images of so many people one might become. 
Identity is presented as plastic, a matter of possessions and 
appearances. Personal identity has always been deeply rooted in 
property, but in the modern city the disordered abundance of things to 
buy, represent such a quantity of different kinds of status. That the 
choices are important not so much in themselves but for what they 
communicate about their owners; and ownership is stretched to include 
what one likes or believes in as well as what one can buy.” 
 While discussing impulse buying behavior, one thing should always be 
taken into account and that is the fact that consumption experience of 
each consumer is unique, in the sense that the relative influence of 
affect and cognitions is moderated by personality variables related to 
consumer impulsivity. With this idea in mind, the following section 
will be devoted to the discussion of susceptibility to normative 
influences that might lead to individual differences in impulse buying.  
 
1.7 Susceptibility to normative influences (SNI) on impulse purchase 
behavior 
 
Previous research has shown that many factors influence impulse buying 
behavior. A variety of factors may intervene in the transition from 
impulsive feelings to impulsive actions (Bettman, 1979; Rook and 
Fisher, 1995; Kacen & Lee, 2002). Thus, having the impulse does not 
necessarily mean the same as acting on it. Consumer may be alerted by 
these factors and consequently feel the need for immediate 
deliberation. Rook & Fisher (1995) proposed that normative evaluation 
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of acting on buying impulses as one such likely factor. Normative 
perspectives on individual behavior provide both general and specific 
social guidelines for acceptable conducts in particular situations. 
Normative evaluation on impulse buying is defined as “consumers’ 
judgments about the appropriateness of making an impulsive purchase in 
a particular buying situation” (i.e., social acceptability of the 
appropriateness of engaging in impulse buying; Rook & Fisher, 1995, 
p.306).  
 Much research on the normative consideration factor in consumer 
decision-making relies on the perspective of the theory of reasoned 
action (Fishbein & Ajzen, 1975). The effect of subjective norms on 
behavior is viewed as mediated by the individuals’ behavioral 
intentions; this idea is incompatible with the notion that impulse 
buying behavior is a spontaneous and immediate act, lacking in 
deliberation, with a prominent role of emotions involved, therefore 
representing an emotion-ruled behavior which materialize without prior 
intention (Rook, 1987; Rook & Fisher, 1995; Staat, 1997). 
 Rook and Fisher (1995) proposed an alternative to the subjective 
norm component of the theory of reasoned action model, by stating that 
the association between impulse buying tendency and the action is 
moderated by consumers’ normative evaluations of making an impulse 
purchase. At first, the concept of normative evaluation might seem 
incompatible with impulsive behavior, however there is some temporal 
delay between the moment when the urge to buy something on impulse 
strikes and the actual purchase action, minimal yet enough to let the 
consumer experiences normative encouragement, or discouragement. 
 As a consequence, consumers with positive or favorable normative 
evaluations are more likely to act in a way that is consistent with the 
degree to which they possess the buying impulsiveness trait. However, 
to explain the assumed lack of association between the buying 
impulsiveness trait and behavior in consumers with negative or 
unfavorable normative evaluations appears to be more complex. When more 
impulsive consumers view a purchase as bad, they are likely to feel 
varying degrees of ambivalence. These individuals feel almost 
simultaneously an arousing and spontaneous impetus to buy and a strong 
normative warning against acting on the impulse. In some situations 
consumers may resist although feeling frustrated, but in other 
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instances they may ignore or rationalize against the normative 
considerations.  
 Fazio (1986) also included normative guidelines in his MODE model as 
an important set of information that may affect the individual’s 
definition of an event. One’s knowledge of what behaviors are or are 
not normatively appropriate can exert a tremendous impact on the 
individual’s definition of the situation and subsequent behavior. It is 
possible for an individual’s definition of the situation to override 
the immediate perceptions of the object, to the extent that the 
normative guidelines are counter to the individual’s attitude, thus the 
definition of the event will not be attitudinally congruent; and it 
also may not prompt attitudinally congruent behavior.  
 Rook & Fisher (1995) have also found evidence about the possible 
threshold nature of normative effects; the idea is that the effect of 
consumers’ impulse buying norms as a trait behavior moderator is not 
linear. Consumers’ impulse buying tendencies may be most likely to 
express themselves in actual impulsive purchases only when some 
normative threshold is reached and even the most impulsive buyers seem 
able to reject making an impulsive purchase when negative normative 
evaluations reach some critical level. 
 Rook (1987) also stated that buying impulsiveness is presumed to be 
largely universal in nature, but local market conditions, systems of 
exchange and various cultural forces will have an impact on how 
consumers operate on impulse. Therefore, the interaction between 
culture and the appropriateness of engaging in impulse buying in 
different situations need also to be taken into consideration. Since it 
is very likely that the appropriateness of the behavior would influence 
the desire and thus the extent of control (Kacen & Lee, 2002). 
 Research on individual’s susceptibility to normative influence (SNI) 
from reference groups (Batra, Homer, & Kahle, 2001) could shed some 
more lights on the possible moderating factors that may perhaps 
influence whether highly impulsive buyers with unfavorable normative 
evaluation toward the shopping situation will eventually make the 
impulse purchase or not. Choices in various information-processing 
situations have been confirmed to be susceptible to the influence of 
reference groups which function as the source for personal norms and 
attitudes (Bearden & Etzel, 1982). McGuire (1968) characterized 
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influenceability as a consequence of, and as being dependent on, 
personality variables such as self-esteem or anxiety. 
 Later on, it was also suggested that the impact of reference groups 
would be stronger for certain more influenceable individuals. An 
individual difference construct, called the susceptibility to 
interpersonal influence was thus proposed. Such interpersonal 
susceptibility was reported to be made up of two dimensions, 
informative and normative (Bearden, Netemeyer, & Teel, 1989). The 
construct of SNI, which is conceptualized as the degree of individual 
susceptibility across situations, examines the normative dimension only 
(Bearden et al., 1989; McGuire, 1968).  
 The study conducted by Batra et al. (2001) found some solid grounds 
to believe that if one is susceptible to interpersonal influence, such 
susceptibility should be derived from (and thus, be a consequence of) 
that individual’s values. There are at least two dimensions of values 
that each has a significant positive relation with SNI: (1) External, 
also known as empathy, values (i.e., sense of belonging, being well-
respected, security, and warm relationships with others); (2) 
Fun/excitement, also known as hedonism, values (i.e., fun and 
enjoyment, and excitement).  
 It may suggest that the emotions of fun and excitement are usually 
experienced most fully (and valued more) in the presence of others. 
This is consistent with previous research which revealed that emotions 
and moods are contagious (Izard, 1977) and that the majority mood of a 
social group affects the moods of all its members (Schachter, 1971). A 
case can then be made that emotions are most often interpersonal or 
group-based responses, and that the cultural aspects of emotions 
deserve further inquiry (Bagozzi et al., 2002). Furthermore, the effect 
of normative considerations on behavior may vary for the same person 
depending on situational variables such as the behavior’s observability 
(Batra et al., 2001). 
 
1.8 An overview of the studies 
 
To summarize, the following chapters in this dissertation will be 
allocated for the discussions of several studies, which were conducted 
in the hope to disclose the scope and nature of impulse buying. So far, 
impulse buying has been characterized as a purchase behavior performed 
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out of little deliberation, consists of a prominent role of emotions, 
and driven by the irresistible urges to buy. The decision to purchase 
on impulse is reached very rapidly with very little planning and thus 
it does not fit the paradigm of rational decision-making models such as 
the theory of reasoned action and the theory of planned behavior 
(Fishbein & Ajzen, 1975; Ajzen, 1988).  
 Impulse buying could then be considered as a case of an automatic 
process with a dominant role of emotional arousal as the driving 
forces. The feelings of desire occur spontaneously upon confrontation 
with a product, resulting in sudden urges to buy that override 
conscious long-term rational considerations, which fit the typical 
characteristics of an automatic behavior (Hoch & Loewenstein, 1991; 
Rook, 1987; Shiv & Fedorikhin, 1999). Consequently, consumers with 
highly accessible or implicit favorable attitudes toward a particular 
product may be more likely to make an automatic act of buying the 
product on impulse (Fazio, 1986; Petty et al., 1991; Wilson, Lindsey, & 
Schooler, 2000). 
 However, impulsive desires to buy may not always transcend 
themselves and develop into the concrete expressions of impulsive 
purchasing, apparently there are a number of factors that could impede 
these urges. Individual differences in the consumer’s impulsiveness 
trait is presumed to be just one of such factors, and therefore the 
first main concern of this dissertation is to find evidences that will 
confirm impulse buying tendency as an individual difference trait. 
Several attempts will then followed to verify that impulse buying 
tendency is an authentic individual construct connected to impulsive 
purchase behaviors, and attached to more fundamental personality 
traits. 
 Yet, even highly impulsive consumers do not consistently make 
impulsive purchases, their normative evaluation on impulse buying is 
assumed to moderate between the impulsive traits and behaviors. Thus, 
the dissertation will also focus some attention to the issue of 
consumer’s appraisals concerning the appropriateness of engaging in 
impulse buying. In addition, several demographic factors (i.e., age and 
gender) were also believed to have an influence on impulse buying; and 
these assumptions will also be put to test in the following studies. 
 Typical impulse buyers may experience regret following the act of 
impulsive purchasing. It is likely that they did not anticipate this 
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possible regret beforehand; or another explanation would be that there 
were other considerations that prevail over the anticipated regret. 
Consumers’ expectation that impulse buying will serve some specific 
purposes for them (e.g., self-image enhancement) may be an example of 
such considerations. Finally, we should not overlook the fact that 
impulse buying behavior occurs in social settings and involves 
interpersonal interactions. All of the abovementioned notions lead to 
the conclusion that some due considerations must be paid to the 
functional aspects of impulse buying as well as to the influence of 
others and the role of culture on impulse buying.  
 Chapter two opens the discussion with a study where a scale to 
measure the impulse buying tendency will be constructed, tested for 
reliability, and put under factor analysis. The preliminary predictive 
validity of this scale will be examined by relating it to impulsive 
purchase self-reports in terms of the frequency of typical impulse 
purchases among a Dutch sample. The scale will also be correlated to 
several personality based individual differences scales (i.e., Personal 
Need for Structure, Personal Fear of Invalidity, Need to Evaluate, Need 
for Cognition, and Action-orientation). The correlations of this 
impulse buying tendency scale to age and gender will also be observed. 
 A closer inspection on the impulse buying tendency scale will be 
conducted in Chapter three, where an Indonesian version of this scale 
is constructed. The predictive validity of this scale will be further 
scrutinized by relating it to impulsive purchase self-reports in terms 
of the impulsivity of purchases among an Indonesian sample. The scale 
will again be correlated to several personality based individual 
differences scales (i.e., Personal Need for Structure, Personal Fear of 
Invalidity, Need to Evaluate, Need for Cognition, and Action-
orientation). And similar to the previous study, the correlations of 
the impulse buying tendency scale to age and gender will also be 
observed. Other factors that will be correlated to the impulse buying 
tendency scale are: self-rating of buying impulsiveness, shopping 
enjoyment, and shopping companion. The chapter will then proceed with 
the examination of consumers’ impulsive purchase experience. Self-
reports of feelings associated with the purchase and buying 
considerations of the purchase will thus be put under a 
multidimensional scaling analysis, and the resulting dimensions of 
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consumers’ feelings and buying considerations will be correlated with 
the impulse buying tendency scale. 
 Chapter four is allocated for the study of impulse buying behavior 
in actual purchase settings in Indonesia. The self-rating of buying 
impulsiveness will be correlated to impulsive purchase self-reports in 
terms of the impulsivity of purchases among an Indonesian sample. The 
correlations of self-rating on buying impulsiveness to age and gender 
will again be observed here. As in the previous study, the other 
factors that will be correlated to the impulse buying tendency scale 
are: shopping enjoyment and shopping companion. This chapter again 
concerns itself with the experience of impulse buying. Interview 
reports of the consumers on feelings associated with the purchase and 
buying considerations of the purchase will be put under a 
multidimensional scaling analysis, and the resulting dimensions of 
feelings and buying consideration will then be correlated with the 
self-rating on buying impulsiveness. 
 The last empirical chapter, Chapter five, will consist of 
investigations concerning the correlation of the impulse buying 
tendency scale to stable personality dimensions, represented by the Big 
Five factors and Five Factor Model of personality (i.e., Extraversion, 
Conscientiousness, Agreeableness, Neuroticism or Emotional Stability, 
and Openness or Autonomy). Two studies are conducted, each with a 
sample from different countries (i.e., Norway and Indonesia). The 
impulse buying tendency scale will be correlated to self-reports on the 
frequency and the impulsivity of recent impulsive purchases. The 
correlations of the impulse buying tendency scale to age and gender 
will also be observed in these studies. In addition, this chapter will 
also examine the role of subjective norms on the appropriateness of 
engaging in impulse purchases as a moderating factor between consumers’ 
impulsiveness trait and their impulsive purchase decision. 
 As a closure, the final chapter, Chapter six will be drawn around 
the summary and discussion of results from those abovementioned 
studies. Several topics will emerge as the central focus in this 
chapter, and those are the ones related to the issues of: the scale to 
measure consumers’ tendency to buy impulsively; consumer’s 
impulsiveness trait and basic personality structure; the consumption 
experience of impulse buying, demographic aspects; and the influence of 
culture on impulse buying behavior. 
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 Several suggestions for future research, the practical implications, 
and final conclusions of the present research will also be added to 
this last chapter of the dissertation. 
 
Buying impulses: A study on impulsive consumption 
“To have is to be.” 
Chapter two 
 
Individual differences in 
impulse buying tendency1 
 
2.1 Introduction 
 
Rook and Fisher (1995) claimed that individuals’ impulse buying 
tendencies could be conceptualized as a consumer trait. Therefore, 
impulse buying is considered as a construct that embodies consumers’ 
tendencies both to think and to act in identifiable and distinctive 
ways, i.e. the tendency of consumers to buy spontaneously, 
unreflectively, immediately, and kinetically. The present study 
investigated the assumption that impulse buying tendency is rooted in 
personality, and might thus be a stable individual difference variable. 
 If that is really the case, impulse buying tendency is then likely 
to correlate with other personality traits or personality-related 
individual differences. Impulse buying tendency, a construct that is 
confined to the consumer behavior area, might thus be an expression of 
more extensive personality patterns. For instance, individuals who 
never plan and deliberate in areas such as work or leisure activities 
might neither do so when purchasing products, and might thus be typical 
impulse buyers. Alternatively, someone who has an act-before-thinking 
style in communicating with other people might as well adopt such a 
style while shopping. 
 Early research on impulse buying had not incorporated any theory-
driven nor validated measures of impulse buying tendency, and for that 
reason formulating a general conclusion from previous findings was not 
a simple task. Apparently, studies of impulse buying tendency and its 
relationships to other personality traits could only generate more 
conclusive inferences if a sufficient measure of the construct is 
applied. Subsequent research on impulse buying did include measures of 
impulse buying tendency (e.g. Beatty & Ferrell, 1998; Puri, 1996; Rook 
& Fisher, 1995; Wood, 1998). However, some of those measures had only 
limited number of items; some others consisted of items that focused on 
                                                                          
1 This chapter is adapted from Verplanken & Herabadi, 2001 
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general impulsiveness instead of specifically targeting the act of 
impulse buying; and the rest included items that have yet to be 
validated.  
 The buying impulsiveness scale (Rook & Fisher, 1995) and the impulse 
buying tendency scale (Beatty & Ferrell, 1998) have incorporated items 
that represent the most salient nature of impulse purchase (i.e., 
strong emotional urges and lack of deliberation). However, even these 
measures have not been able to cover the entire scope of impulse 
purchase episodes. In the hope to develop a measure that substantially 
captures the whole essence of impulse buying tendency, the current 
study analyzed impulse purchase process in the term of its pre-purchase 
conditions, processes upon confrontation with products, and post-
purchase processes. The items constructed from this analysis were also 
integrated with several items from the previous measures of impulse 
buying tendency (e.g., Beatty & Ferrell, 1998; Rook & Fisher, 1995). 
 In accord with the aim of this study, the composed impulse buying 
tendency scale was consequently correlated with measures of 
personality-based individual differences (i.e., personal need for 
structure, personal fear of invalidity, need to evaluate, need for 
cognition, and action versus state orientation). In addition, the 
predictive validity of the impulse buying tendency scale was also 
investigated by relating it to measures of purchases of typical impulse 
versus non-impulse products. 
 Previous research has found that individual’s impulsive buying 
behavior tendencies are related as well to demographic characteristics, 
such as consumer’s age and gender. Relevant with studies on impulsivity 
in general, younger individuals have been found to have higher impulse 
buying tendencies compared to older individuals (Wood, 1998). However, 
this inverse relationship between age and impulse buying tendency seems 
to be non-monotonic, since between the ages of 18 and 39 impulse buying 
slightly increase, however it declines afterward. This is consistent 
with the finding that shoppers under the age of 35 were more prone to 
do impulse buying compared to those over 35 years old (Bellenger, 
Robertson & Hirschman, 1978). These findings suggest that as consumers 
aged, they may learn to control their impulsive buying tendencies, 
considering that older individuals demonstrate greater regulation of 
emotional expression than do younger adults (Kacen & Lee, 2002). 
Impulse buying is typically a domain where gender differences also seem 
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to be apparent. Gender as a major social category was found to 
influence impulse buying behavior, in the sense that females tend to 
buy on impulse more frequently and to be more emotionally oriented in 
their consumption pattern compared to men (Dittmar et al., 1995). 
Therefore, in the current study impulse buying tendency was also 
related with age and gender. 
 
2.2 Current study 
 
The first objective of this study was to develop a scale to measure 
impulse buying tendency. The items were constructed to represent 
aspects of impulse purchase behavior, and particularly focused on 
cognitive aspects (e.g., the absence of deliberation, thinking, and 
planning), and affective aspects (e.g., emotions like: pleasure, 
excitement, and guilt). Items that had been published by other 
researchers were also included (e.g., Beatty & Ferrel, 1998; Rook & 
Fisher, 1995).  
 The generation of the items was initially based on breaking the 
impulse buying process down into three phases of consumer decision-
making process i.e., the pre-purchase processes, purchasing processes, 
and post-purchase processes (Schiffman & Kanuk, 2000; Staat, 1997). In 
principle, these three stages of consumer decision-making process are 
occurring either before or after the decision to buy on impulse. The 
pre-purchase processes are the pre-decision processes and mostly 
related to the cognitive aspects of impulse buying (e.g., the absence 
of deliberation, thinking, and planning). The purchasing processes, and 
post-purchase processes are the post-decision processes and related 
mainly to the affective aspects of impulse buying (e.g., emotions like: 
pleasure, excitement, and guilt). 
 Pre-purchase processes concern with how consumers reach decisions, 
at this stage the processes was further divided into three activities: 
need recognition, pre-purchase search, and evaluation of alternatives. 
These processes are very much influenced by external factors (e.g., 
brand-name, promotion, price, influence of others) and internal factors 
in the consumer’s “psychological field” (i.e., motivation, perception, 
learning, personality, and attitudes). The processes that lead to an 
impulsive purchase decision are assumed to be very rapid, characterized 
by the lack of planning and no deliberation, and do not follow the 
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rational decision-making model such as the theory of reasoned action 
and the theory of planned behavior (Fishbein & Ajzen, 1975; Ajzen, 
1988). At this stage of the process of impulse buying, attitude 
accessibility appears to play an important part i.e., consumers with 
highly accessible positive attitudes toward a product are very likely 
to buy it on impulse (Fazio, 1986; Petty et al., 1991). Consequently, 
implicit attitudes (i.e., evaluations that have unknown origin and are 
activated automatically) may also influence the preferences and 
uncontrollable urges to purchase a product (Wilson et al., 2000). 
 The purchasing processes are what the consumer experiences at the 
point of the sale wherever and whenever that may be. These are the 
processes of the actual behaviors of impulse buying. At this stage, 
emotional arousal apparently takes the prominent role as the driving 
forces of impulse buying that could be considered as an instance of an 
automatic behavior. 
 Post-purchase processes are the consumers’ experiences with the 
product purchased which lead to the consequences of the purchase 
decision, i.e., satisfaction or dissatisfaction with the product based 
on comparison between expectation and evaluation. Impulsive purchases 
typically lead to regret at this stage. The anticipated regret paradigm 
predicted that the anticipation of regret would lead to less impulsive 
purchases. The typical impulse buyer may experience regret afterwards, 
but did not anticipate it beforehand, or there are other considerations 
that overcame the anticipated regret. 
 The second purpose of the present study was to investigate the 
relations between impulse buying tendency and a number of individual 
differences, i.e. personal need for structure, personal fear of 
invalidity, need to evaluate, need for cognition, and action versus 
state orientation. Personal need for structure refers to the 
dispositional motivation to cognitively structure one’s world in 
simple, unambiguous ways (see e.g., Newberg & Newsom, 1993). Personal 
fear of invalidity refers to one’s decision-making style and fear of 
making judgmental errors (Thompson, Naccarato, Parker & Moskowitz, 
1993). The need to evaluate refers to the chronic tendency to engage in 
evaluative responding (Jarvis, Blair, & Petty, 1996). Need for 
cognition refers to a general tendency to engage in cognitive endeavors 
(Cacioppo & Petty, 1982; Cacioppo, Petty, Feinstein, & Jarvis, 1996). 
Action versus state orientation refers to individuals’ affective self-
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regulation abilities and their ability to overcome inhibition to engage 
action (see e.g., Kuhl, 1986). It was expected that impulse buying 
tendency would be inversely related to personal need for structure, 
need to evaluate, and need for cognition; and positively related to 
action orientation (i.e. inversely to state orientation). The relations 
of impulse buying tendency with age and gender were also analyzed. 
 Finally this study was aimed at providing some preliminary evidence 
for the predictive validity of the impulse buying tendency scale. The 
scale was therefore related to self-reports of purchase frequencies of 
a number of products. On the basis of a pilot study products were 
selected that were typical for impulse purchases, which were compared 
with products that were not. 
 
2.3 Method 
 
2.3.1 Participants and procedure 
Participants were 106 undergraduate students at the University of 
Nijmegen, The Netherlands, who received a small monetary reward for 
participation. The sample consisted of 69 females and 37 males. Ages 
ranged from 18 to 29 years (m=21.25, sd=2.33). Participants came twice 
to the laboratory, with a delay of one week. In the first session a 
questionnaire on past purchase behavior was administered, which 
included self-reported purchase frequency of a number of products. In 
the second session a questionnaire was administered that contained 52 
items on impulse buying tendency, and in addition the scales that 
measured personal need for structure, need to evaluate, need for 
cognition, and action versus state orientation. Two separate sessions 
were used so as to avoid that responding to the past purchase behavior 
questionnaire would influence responses on the impulse buying scale. 
 
2.3.2 Measures 
Past purchase behavior 
Participants were presented with a list of 36 products, and were asked 
to indicate how frequently they had bought these products. The list 
contained 18 products that were considered as products that students 
typically buy on impulse. The 18 products were selected on the basis of 
pilot interviews with 12 undergraduate students. Those 18 impulse 
products were CDs, LPs, novels, study books, comics, clothes, posters, 
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plants/flowers, perfumes (including aftershave, deodorant, perfume, eau 
de toilette), make-up, salty snacks, candy bars, chocolate (other than 
candy bars), cookies, candies, Belgian beers, regular beers, wine. 
These pilot participants were made familiar with the concept of impulse 
buying, and were asked which, if any, products they sometimes bought on 
impulse.  
 Eighteen other products (which were not mentioned in the pilot 
interviews) were included as ‘filler’ products. The 18 filler products 
were: shampoo, washing detergent, body lotion, magazines, Dutch cheese, 
French cheese, grapes, bananas, apples, oranges, ready-made cigarettes, 
self-made cigarettes, soft drinks, cakes, meat/fish, coffee, tea, hard 
liquor.  
 For each product, participants indicated how many times they had 
bought it during the previous two weeks (for 22 products), the previous 
month (for 4 products), or the previous six months (for 10 products). 
The different time frames were used to accommodate the fact that the 
products differed in expected purchase frequency. After having 
indicated purchase frequencies the products were once more presented. 
For each product participants were asked to indicate on five-point 
scales ranging from 1 to 5 whether this was a planned versus unplanned 
and a rational versus impulsive purchase, if they had bought that 
product within the indicated time frame. 
 
Impulse buying tendency 
During the second session participants were presented with 52 items 
that measured impulse buying tendencies. These items were assumed to 
represent the most important aspects of impulse purchase behavior, and 
particularly focused on cognitive aspects, such as the absence of 
deliberation, thinking, and planning, and affective aspects, such as 
emotions like pleasure, excitement, and guilt. The generation of the 
items was first and foremost based on breaking the impulse buying 
process down into: 
(a) pre-purchase conditions; these items referred for instances to: 
the degree of planning, the presence of reasons to buy certain 
products, the availability of bargains or new products;  
(b) emotional processes upon confrontation with products; these 
items represented processes such as: excitement, compulsive 
feelings, the urge to touch products; and  
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(c) post-purchase processes; these items implied for example to: 
regret, deliberations afterwards, surprise.  
Item generation also occurred on the basis of the pilot interviews 
mentioned above. In addition items were included that had been 
previously published by other researchers (e.g. Beatty & Ferrel, 1998; 
Rook & Fisher, 1995). Seven-point agree-disagree responses scales 
ranging from 1 to 7 accompanied the items. The items were recoded such 
that high values indicated a high impulse buying tendency. 
 
Individual difference scales 
Personal need for structure was measured by a 12-item scale (Newberg & 
Newsom, 1993; Thompson, Naccarato, Parker & Moskowitz, 2001). Personal 
fear of invalidity was measured by a 14-item scale (Thompson et al., 
1993). Need to evaluate was measured by 17 items (Jarvis et al., 1996). 
Need for cognition was measured by 18 items (Cacioppo, Petty & Kao, 
1984). Action versus state orientation was measured by the 36-item 
Action Control Scale (Kuhl, 1994). Seven-point agree-disagree responses 
scales ranging from 1 to 7 accompanied the items that measured personal 
need for structure, personal fear of invalidity, need to evaluate, and 
need for cognition. Items were coded such that high scores indicated 
high levels of the respective construct. The action versus state 
orientation items consisted of choices between two alternatives. The 
items were coded such that high scores indicated high levels of action 
orientation. 
 
2.4 Results 
 
2.4.1 Construction of the impulse buying tendency scale 
The 52 items to measure impulse buying tendency were subjected to a 
principal component analysis. The first six eigenvalues were 13.77, 
3.74, 2.67, 2.33, 2.01, and 1.87, respectively. Although there was 
clearly dominating first factor, the pattern of eigenvalues gave reason 
to explore a two-factor solution as well. After rotation the first 
factor accounted for 19.30% of the variance, while the second factor 
accounted for an additional 14.36%. Inspection of the content of the 
items after a Varimax rotation suggested that the first factor included 
items that were predominantly related to cognitive aspects of impulse 
buying, e.g. the tendency not to deliberate, think, or plan when 
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purchasing products. The second factor contained items that were 
related to affective aspects of impulse buying, such as feelings of 
pleasure and excitement, the urge to buy and difficulty to control, and 
possible regret.  
Table 2.1 The Impulse Buying Tendency Scale (α = 0.86) and factor loadings for a 
single-factor and a two-factor solution 
 
Item No. Items IBT Total IBT Cognitive 
IBT 
Affective 
Cognitive Subscales (α = 0.91)    
1. I usually think carefully before I buy 
something. 
0.63 0.83 -0.18 
2. I usually only buy things that I intended to 
buy. 
0.84 0.79 0.19 
3. If I buy something, I usually do that 
spontaneously. 
0.75 0.78 0.07 
4. Most of my purchases have been planned in 
advance. 
0.69 0.78 -0.02 
5. I only buy things that I really need. 0.77 0.74 0.16 
6. It is not my style to just buy things. 0.81 0.74 0.21 
7. I like to compare different brands before I 
buy one. 
0.45 0.67 -0.23 
8. Before I buy something I always carefully 
consider whether I need it. 
0.56 0.66 -0.04 
9. I am used to buying things 'on the spot'. 0.65 0.65 0.09 
10. I often buy things without thinking. 0.67 0.65 0.12 
Affective Subscales (α = 0.83)    
11. It is a struggle to leave nice things I see 
in a shop. 
0.56 0.02 0.81 
12. I sometimes cannot suppress the feeling of 
wanting to buy something. 
0.61 0.02 0.79 
13. I sometimes feel guilty after having bought 
something. 
0.32 -0.15 0.66 
14. I am not the kind of person who 'falls in 
love at first sight' with things I see in 
shops. 
0.25 -0.20 0.65 
15. I can become very excited if I see something 
I would like to buy. 
0.42 -0.09 0.63 
16. I always see something nice whenever I pass 
by shops. 
0.44 0.08 0.54 
17. I find it difficult to pass up a bargain. 0.61 0.32 0.48 
18. If a see something new, I want to buy it. 0.42 0.12 0.47 
19. I am a bit reckless in buying things. 0.71 0.44 0.47 
20. I sometimes buy things because I like buying 
things, rather than because I need them. 
0.44 0.15 0.45 
Note: Items 1, 2, 4-8, and 14 should be reversed coded. 
IBT-total=the complete 20-item impulse buying tendency scale; IBT-cognitive=Impulse Buying Tendency-cognitive factor; IBT-
affective=Impulse Buying Tendency-affective factor. 
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 The ten highest loading items from each factor were selected so as 
to form a 20-item instrument to measure impulse buying tendency. These 
items were again subjected to a principal component analysis. The first 
six eigenvalues were 7.25, 2.79, 1.26, 1.04, 0.96, and 0.92. 
 In Table 2.1 the items are presented together with factor loadings 
for a one-factor solution, as well as factors loadings for a two-factor 
solution. In the latter case an Oblimin rotation was used, because the 
cognitive and affective components were substantially correlated: when 
the cognitive and affective items were respectively averaged 
(coefficient alphas of 0.91 and 0.83, respectively) their correlation 
was 0.43, p<0.001. After rotation the first factor accounted for 29.24% 
of the variance, while the second factor accounted for 20.94%. 
Coefficient alpha was 0.86 for the complete 20-item scale. 
 Taken together, the results suggested that the 20-item impulse 
buying tendency scale is a reliable instrument. The instrument contains 
items concerning cognitive and affective aspects of impulse buying. 
Although the facets can well be distinguished in the factor structure, 
the general solution is a reasonable choice with good psychometric 
properties. In the following we will use the separate facets only to 
investigate the assumption that cognitive and affective aspects of 
impulse buying tendency are differentially rooted in personality. 
 
2.4.2 Descriptive and gender and age differences in impulse buying 
tendency 
The mean of the impulse buying tendency scale was 3.69 (sd=1.00). 
Females scored higher than males, m-female=3.90, m-male=3.27, 
t(102)=3.15, p<0.003. There was no significant correlation between 
impulse buying tendency and age, r=0.07. However, the range of ages was 
seriously restricted in this sample. 
 
2.4.3 Impulse buying tendency and purchase behavior 
It was first checked whether purchasing the 18 products that were 
assumed to be typical impulse purchase was indeed considered as more 
unplanned and impulsive than purchasing the 18 filler products. 
Therefore the items that asked the degree to which previous purchases 
of each product had been planned versus unplanned and rational versus 
impulsive were averaged across products within each of the two classes 
of products. As expected, the purchases of the impulse products were 
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rated as more unplanned, m=2.78, and more impulsive, m=2.85, than the 
purchases of the filler products, m=2.11 and m=2.04, t(105)=8.95, 
p<0.001, and t(105)=10.71, p<0.001, for the two items respectively. 
These results confirmed the nature of the two classes of products as 
typical versus non-typical impulse products. 
 Purchase frequencies of the 36 products were normalized and 
subsequently aggregated into impulse and non-impulse products. 
Normalization avoided products purchased more frequently having a 
disproportional weight in the overall class of products. A 
statistically significant correlation was present between the 20-item 
impulse buying tendency scale and the purchase frequencies of impulse 
products, r=0.32, p<0.001, whereas this correlation was not significant 
for the filler products, r=0.18, ns. This pattern of correlations was 
present both for males and females, although the difference was more 
pronounced for males, r=0.46, p<0.007 for the impulse products and 
r=0.22, ns, for the filler products, than for females, r=0.25, p<0.05 
for the impulse products and r=0.16, ns, for the filler products. 
 
2.4.4 Impulse buying tendency and individual difference scales 
The individual differences scales were first tested for internal 
reliability. Coefficient alphas were 0.85, 0.82, and 0.82 for personal 
need for structure, need to evaluate, and need for cognition, 
respectively. The action versus state orientation instrument consists 
of three 12-item subscales (Kuhl, 1994), i.e. (lack of) preoccupation, 
initiation versus hesitation, and volatility. Coefficient alphas were 
0.77 and 0.78 for the first two subscales, respectively. The volatility 
scale was dropped, however, because of the insufficient reliability 
(coefficient alpha < 0.20). 
 The two components of impulse buying tendency, as these are 
represented in the two facets of the impulse buying tendency scale, 
might have different bases in individuals’ personality structure. 
Therefore, in addition to the complete 20-item impulse buying tendency 
scale, the two facets of the scales were correlated separately with the 
other individual difference scales as were for the purpose of 
validating the impulse buying facets. Because the subscales were fairly 
strongly correlated, in these analyses factor scores were used from a 
Varimax rotated principal component analysis on the 20 impulse buying 
tendency items. Using these (uncorrelated) factor scores thus ensured 
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that the correlations between the individual difference scales and the 
cognitive and affective facets represented unique variance of the 
facets. 
 In Table 2.2 correlations between the cognitive and affective 
impulse buying factor scores, personal need for structure, personal 
fear of invalidity, need to evaluate, need for cognition, and the two 
action versus state orientation subscales are presented. A number of 
modest but significant relations appeared. The complete scale 
correlated significantly with action orientation. The cognitive factor 
scores correlated negatively and significantly with personal need for 
structure and need to evaluate. The affective factor scores correlated 
significantly with action orientation (and thus negatively with state 
orientation). A high impulse buying tendency as measured by the 
affective factor scores thus goes with a low tendency towards 
preoccupation and a high tendency to action initiation. Impulse buying 
scale or the respective factor scores were not significantly correlated 
neither to need for cognition nor personal fear of invalidity. 
 
Table 2.2 Correlations of impulse buying tendency with personal need for structure, 
personal fear of invalidity, need to evaluate, need for cognition, and 
action versus state orientation. 
 
 PNS NE NC Aolp Aoai PFI 
IBT-cognitive -0.33*** -0.24** -0.10 -0.12 0.10 -0.11 
IBT-affective  0.08  0.03  0.01  0.27**    0.32***  0.10 
IBT-total -0.18 -0.17 -0.08  0.10 0.28**  0.07 
 
Note: **p<0.01; ***p<0.001. 
 
IBT-cognitive=Impulse Buying Tendency-cognitive factor; IBT-affective=Impulse Buying Tendency-affective factor; IBT-total=the 
complete 20-item impulse buying tendency scale;  PNS=personal need for structure; NE=need to evaluate; NC=need for cognition; 
AOlp=action orientation-lack of preoccupation subscale; AOai=action orientation-action initiation subscale; PFI=personal fear of 
invalidity. Note that (uncorrelated) factors scores from a Varimax rotated principal component analysis were used for the cognitive 
and affective impulse buying tendency factors. 
 
 
2.5 Discussion 
 
In the present study a 20-item scale to measure general impulse buying 
tendency was developed, tested for reliability, and correlated with 
self-reported purchase frequencies as well as with a number of 
personality-based individual differences, i.e., personal need for 
structure, need to evaluate, need for cognition, action versus state 
orientation, and personal fear of invalidity. The scale showed good 
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reliabilities and psychometric properties, and therefore formed a 
reliable scale. The scale consists of two facets which refer to 
cognitive and affective aspects of impulse buying, respectively. 
Cognitive aspects concern the lack of planning and deliberation when 
making purchases. Affective aspects concern feelings of pleasure and 
excitement, an urge to buy, the difficulty to leave things, and 
possible regret afterwards. Although the facets are clearly different, 
and were apparent in the factor structures, they were relatively 
strongly correlated, it is thus recommended to use the complete 20-item 
scale. Preliminary indications of the predictive validity of the scale 
were demonstrated by the finding that the scale was related to the 
purchase of products that were considered as typical impulse products. 
 The most important findings were meaningful patterns of correlations 
between the impulse buying tendency scale and the personality-related 
variables. In order to validate the cognitive and affective basis of 
the impulse buying tendency scale the two facets were correlated 
separately with the personality measures. The cognitive and affective 
facets were found to be differentially related to these variables, 
suggesting that each component has indeed a different basis in 
personality. The cognitive facet was associated with low personal need 
for structure and low need to evaluate. These constructs are typically 
related to cognitive processes. The lack of planning and making 
elaborate evaluations in the area of purchasing products, which 
characterizes the impulse buyer, thus seems to be part of a similar 
general personality-based tendency that will be apparent in other 
domain as well. The affective facet was found related to a high action 
orientation. Individuals who are high in action orientation tend to act 
immediately without being inhibited by preoccupation, rumination, or 
long decision-making. While these patterns provided strong evidence for 
the construct validity of the impulse buying tendency scale, the 
findings may also have important implications for our understanding of 
the phenomenon of impulse buying. The study thus suggested that impulse 
buying tendency is anchored in fundamental personality characteristics. 
Impulse purchases thus seems to represent one of many behavioral 
domains in which more general personality traits are revealed. However, 
a significant relation between impulse buying tendency and the need for 
cognition was not found, the need for cognition might represent 
something closer to cognitive curiosity, which seems unrelated to 
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impulse buying tendency. Impulse buying tendency also failed to show 
any significant correlation with personal fear of invalidity 
 An example of how the results may also shed some light on the 
functional aspects of impulse buying might be the positive relationship 
between affective aspects of impulse buying tendency and action 
orientation. Action orientation is particularly related to affective 
self-regulatory mechanism. Impulse purchase might thus be a way to 
channel or deal with emotions. This may occur in the context of 
positive emotions, in which case an impulse purchase might function as 
a way to reward oneself, or negative emotions, when impulse purchases 
might function as a way to comfort oneself. Even if impulse buying 
might thus seems ‘non-rational’; it certainly not needs to be ‘non-
functional’ also. 
 The findings concerning gender differences in the present study were 
somewhat discrepant from what have been reported by others. In line 
with previous research, females showed a higher impulse buying tendency 
than males. However, the relationship between impulse buying tendency 
and self-reported purchases of impulse products seemed to be stronger 
among males than among females. It thus seems important to keep on 
focusing on gender differences in impulse buying, because these might 
also reflect more fundamental underlying processes, such as expressions 
of identity, as has been convincingly argued by Dittmar and colleagues 
(1995,1996; Dittmar & Drury, 2000). 
 Age was not found to be correlated with impulse buying tendency in 
the present study, the very limited age range of the sample might 
contribute to this finding which seems inconsistent the findings from 
previous research on impulse buying. 
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Chapter three 
 
The consumption experience 
of impulse buying2 
 
3.1 Indonesian consumption style 
 
The studies that will be presented in this and the rest of the 
empirical chapters were all conducted in Indonesia, except for one 
particular study in Chapter four which was actually carried out in 
Norway. Like in many other East Asian countries, shopping is also a 
major leisure activity in Indonesia. Therefore, a large part of the 
daily activities of the Indonesians deal with the experience of 
consumption deals. Before taking any further steps toward explaining 
the studies conducted in Indonesia, it would be favorable to first have 
a look at consumer behavior in the Indonesian context.  
 By the early 1990’s, Indonesian economic development was at its 
prime, industry and retail business grew in magnitude under the 
Soeharto’s regime that was in power for 32 years (i.e., 1966-1998). 
Heryanto (2001) referred to that era as “The Years of Living 
Luxuriously”, when all of the well-known world-brand products were 
available on the Indonesian market, and various worldwide ‘logos’ 
became popular (Klein, 1999) as pictured by the anecdote that a child 
could already decipher the logo for Mc Donald’s even before he could 
read the alphabet. Along with the growth of this retail business, 
window-shopping, a relatively new phenomenon of consumer behavior 
emerged. An international survey bureau, SRG-NIELSEN, indicated that 
the number of Indonesian with an income of US$400 or more per month had 
been doubled in just three years time (i.e., 1993-1995), this 
represented the mass of people with high buying power (Setiawan, 1996). 
Luxurious and spacious shopping malls were built to keep up with the 
increased interest in shopping, providing an easy access to buy goods 
and services or simply to window-shop, encouraging Indonesian to be 
known to the rest of the world as the “big-spenders” or “consuming-
citizens”. 
                                                                          
2 This chapter is adapted from Herabadi, Verplanken, & Van Knippenberg, 2003.  
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 Unfortunately, the economic and financial turmoil swept through East 
Asia in the late 1997, unexpectedly, swiftly, yet devastating. The 
impact of this Asian financial crash brought Indonesian economy on the 
brink of collapse. Indonesia was by far the worst hit and slowest to 
recover among the countries affected by this economic crisis. The 
political unrest in Indonesia kept the economic recovery at bay for 
years, so that even until the year 2001, the income per capita of 
Indonesian has not returned to the level of pre-Asian economic crisis3. 
Unemployment has also increased up to 8 million people or about 8% of 
the labor force. The Vice President of World Bank for East Asia and 
Pacific Region, Kassum (2001) stated that up to 20% of the Indonesians 
live in extreme poverty (i.e., earning less than US $ 2 per day), that 
number even reached 30% at the height of Indonesian economic crisis. In 
sharp contrast, around 3.5 million from the 200 million people have an 
income of more than US $ 5,000 per month. This inequality in income 
distribution creates an extreme gap between the very rich and the very 
poor. As a consequence, the middle and upper class consumers are 
basically the ones who are responsible for 80% of the country 
expenditure, while the lower class only contributed up to the remaining 
20%. 
 The serious damage to the Indonesian economy did manage to keep the 
growth of retail business to the point of near standstill, but the halt 
was only temporary. Despite Indonesian economic and political troubles, 
the level of consumption in Indonesia has shown a return to, or even an 
increase from, pre Asian-crisis level of consumption4. The increase in 
buying power has started to become apparent again since the end of 
1999. Nowadays, the estimated forty million (20% in a total population 
of more than 200 million) middle and upper class consumers are enjoying 
shopping like never before. A change among this small yet prominent 
group of people could bring forth a big and remarkable impact on 
Indonesian economy as a whole. 
 It seems that Indonesia's middle-class shoppers are becoming more 
like their counterparts elsewhere in Asia: market-savvy, trend-
conscious, and demanding. They absorb trends much faster and their 
lifestyles are changing. Just as an illustration, Indonesia is in fact 
                                                                          
3 Indonesian income per capita in 1996 was US$900 and in the year 2001 it was US$275 - Indonesian Central Bureau of Statistics. 
4 Indonesian level of consumption shown by the amount of retail transaction in 2001 was 3.4 billion USD or 10% higher in real terms 
than in 1997- Indonesian Central Bureau of Statistics. 
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the ‘barometer’ of a well-known world-brand cellular phone-market. The 
Indonesian cellular phone users are ahead of their peers all around the 
world in embracing the new designs and features of cellular phones. 
Asia, with Indonesia as its biggest contributor, represents the biggest 
market share for this cellular phone in the world. It has a nickname as  
“the cell-phone of a million souls” because for Indonesians, cell-phone 
is not just a sophisticated communication tool, but fashion, with 
avant-garde or state-of-the-art designs. 
 It is inevitable that Indonesia, as well as other Asian countries, 
will see the rise of a more domestic consumption-oriented economic 
model (Basri, 2002). Anticipation of a high inflation rate, low 
interest-rate environment, and a healthier banking system that is 
switching its focus from corporate lending to consumer credit; all of 
these add to the ease of buying things on installment, and have helped 
to ignite a retail-spending spree of unprecedented proportions (Basri, 
2002; Heryanto, 2001; Holland, 2002). The escalating consumer ‘boom’ 
where consumers save less and spend more represent a new consumer power 
in economic. Therefore, perhaps it should come as no surprise that 
Indonesia is still considered as a potential market for consumer 
products in spite of, or because of, the economic crisis. Indonesian 
consumers seemed to have ‘bounced back’ and resume their passion for 
buying. This illustration points to a substantial role of emotions in 
the Indonesian context of consumer behavior. 
 
3.2 The joy of shopping  
 
The growing attention on emotion in the study of consumer behavior has 
led to the emergence of the role of consumption experience as a topic 
of interest (Havlena & Holbrook, 1986). People shop not only because 
they need what they buy but also because they may actually enjoy 
shopping. Indeed, besides its strict functional and practical aspects, 
shopping can be fun, relaxing, or exciting (Hirschman and Holbrook, 
1982). Research on impulse buying behavior must therefore emphasize the 
emotional aspects of consumption experience, since the emotional nature 
of this purchase behavior seems to be predominant.  
 Emotion constitutes a primary source of human motivation and exerts 
substantial influences on memory and thought processes (Westbrook & 
Oliver, 1991). Therefore, it is with good reason that more attention is 
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given to consumption emotions, i.e., the set of emotional responses 
elicited specifically during product usage or consumption experiences. 
Consumption emotion can be distinguished from the related affective 
phenomenon of mood (Gardner, 1985) on the basis of: the emotion’s 
relatively greater psychological urgency, motivational potency, and 
situational specificity. 
 Consumption experience is described either by the distinctive 
categories of emotional experiences and expressions (e.g. joy, anger, 
fear) or by the structural dimensions underlying emotional categories, 
such as pleasantness-unpleasantness, relaxation-action, or calmness-
excitement. Russell (1978) described emotional reactions in terms of 
two primary dimensions, pleasantness and arousal (i.e., represent the 
subjective experiences of hedonic tone and activation, respectively). 
Russell and Praat (1980) stated that these two major dimensions are 
able to represent all affective states.  
 The emotional consumption experience is very much related to 
shopping enjoyment, i.e. the pleasure one obtains in the shopping 
process, which is conceptualized as an individual difference variable 
(Beatty & Ferrell, 1998). Recreational shoppers (i.e., individuals who 
enjoyed shopping) have been known: to spend more time shopping and 
shopped longer after making a purchase, to obtain more gratification 
from the process of shopping than from the merchandise purchased, to be 
more likely to go on shopping trips without a pre-planned purchase in 
mind, and to adopt the “plan-on-being-impulsive” as a shopping 
approach. 
 The following study was carried out not only within the context of 
gathering more evidence of impulse buying tendency as an individual 
difference that linked to personality characteristics, but also to find 
the relation between this tendency and consumption experience. 
 
3.3  Current study 
 
The first aim of this study was to develop a Bahasa Indonesia version 
of the impulse buying tendency scale, based on its predecessor, i.e. 
the Dutch version of the same scale. Secondly, this study was also 
designed to corroborate the findings from the previous study concerning 
the relations between impulse buying tendency and a number of 
personality-related individual differences, i.e. personal fear of 
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invalidity, personal need for structure, need to evaluate, need for 
cognition, and action versus state orientation. It was expected that if 
impulse buying tendency is indeed a distinctive trait, then a similar 
pattern of relations with these individual differences as in the 
previous study, should come into view. 
 Another individual difference, i.e. shopping enjoyment, was also 
included into the design with the hope of gaining additional insight. 
It was expected that impulse buying tendency would be related to 
shopping enjoyment. This study was also intended to provide further 
evidences for the predictive validity of the impulse buying tendency 
scale. The scale was accordingly related to self-reports of purchase 
(i.e. impulsiveness of the purchase, feelings associated with the 
purchase, buying considerations of the purchase), and to a self-rating 
of buying impulsiveness.  
 
3.4  Method 
 
3.4.1 Participants and procedure. 
Participants were 77 undergraduate students at the Atma Jaya Catholic 
University Jakarta, Indonesia, who each received a small gift as a 
reward for participation. The sample consisted of 64 females and 13 
males. Ages range from 19-24 (m=20.74, sd=1.23). The study was executed 
in three phases. In the first phase a self-report of participant’s 
buying impulsiveness was recorded. The 77 participants were among other 
students taking part in a classroom activity (the teaching subject was: 
“Questionnaire and Scale Construction Method”) unrelated to the actual 
research, where their self-rating of buying impulsiveness was measured. 
 The second phase was conducted two months later, participants were 
asked to keep a shopping diary for 3 consecutive days on the weekend 
(Friday, Saturday, and Sunday). The purchase were measured as reported 
in the diary entry of each participant.  
 Afterward in the third phase, when the participants delivered the 
completed shopping diary, a questionnaire was then administered. The 
questionnaire contained the 20 items on impulse buying tendency that 
were retained from the Dutch study, and the scales that measured 
shopping enjoyment, personal need for structure, personal fear of 
invalidity, need to evaluate, need for cognition, and action versus 
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state orientation, as well. Participants also responded to several 
demographic items, e.g.: age and gender.  
3.4.2 First phase measures 
Self-rating of buying impulsiveness (SRBI). Two months before the 
actual study took place, participants responded on a 7-point scale 
ranging from 1(very Contemplative) to 7(Very Impulsive) for a single 
item question: “How do you rate yourself on impulsiveness as a 
shopper?” 
 
3.4.3 Second phase measures 
Purchase diary. Participants were required to note all products 
purchased during the 3 days when they kept the shopping diary. The 
participants were also asked to determine whether the purchases were 
planned or unplanned. For every product purchased, they had to rate the 
impulsiveness of the purchase on a 5-point scale ranging from 
0(Contemplative) to 4(Impulsive). 
 
PART ONE 
What product(s) did you buy? 
Was it a planned purchase? (Yes/No) 
How impulsive was the purchase? 
Contemplative    0 1 2 3 4      Impulsive 
 
PART TWO 
Describe the processes before/during/after you decided to buy! 
Make sure that you include all the following aspects in the description: 
1. your considerations to buy the product; and 
2. all the feelings that you experience before/during/after you bought the product. 
 
PART THREE 
Who accompanied you when you purchased the product? 
Do they influence you in any way to buy the product?  
 
Box 3.1   Shopping diary 
 
 The participants were also asked to write with their own words every 
buying considerations and feelings associated with the processes 
before, during, or after the purchases. These text narrations were then 
subjected to content analysis. 
 They were also asked to note whether there was another person 
accompanying them when they were making the purchase and how was the 
presence of this other person influence their purchase decisions. 
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3.4.4 Third phase measures 
Impulse buying tendency. In this last phase, participants were 
presented with the Indonesian version of the impulse buying tendency 
scale that consists of 20 items. These items were the same items used 
previously in the Dutch study. The items had been translated into 
Bahasa Indonesia, and for the purpose of language validation had also 
gone through a back-translation process. Like the Dutch version, these 
items were assumed to represent the most important aspects of impulse 
purchase behavior, and particularly focused on cognitive aspects (e.g., 
spontaneity, the absence of deliberation, thinking and planning), and 
affective aspects (e.g., emotions like urge, pleasure, excitement, 
recklessness, and guilt). Participants gave their responses on a 7-
point agree-disagree scales ranging from 1-7. The items were then 
recoded so that high values indicated a high impulse buying tendency. 
 
Shopping enjoyment. was measured by 1 item (i.e. “How much do you enjoy 
shopping?”)  on a 5-point scale ranging from 0(Do not enjoy it at all) 
to 4(Enjoy it very much). 
 
Individual difference scales. Personal need for structure was measured 
by a 12-item scale (Neuberg & Newsom, 1993). Personal fear of 
invalidity was measured by 14 items. Need to evaluate was measured by 
17 items (Jarvis & Petty, 1996). Need for cognition was measured by 18 
items (Cacioppo & Petty, 1982). Action versus state orientation was 
measured by the 36 items Action Control Scale (Kuhl, 1994). Seven-point 
agree-disagree response scales ranging from 1-7 accompanied the items 
that measured personal need for structure, need to evaluate, and need 
for cognition. Items were coded so that high scores indicated high 
levels of the respective construct. The action versus state orientation 
items consisted of choices between two alternatives. The items were 
coded so that high scores indicated high levels of action orientation. 
 The scales to measure personal need for structure, personal fear of 
invalidity, need to evaluate, and need for cognition were available in 
Bahasa Indonesia. However, a translation into Bahasa Indonesia is 
required for the Action Control Scale and the translation had undergone 
a back translation process for the purpose of language validation. 
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3.5  Results 
 
3.5.1 The impulse buying tendency scale 
 
Table 3.1 The Impulse Buying Tendency Scale (α = 0.90) and factor loadings for a 
single-factor and a two-factor solution  
 
Item No. Items IBT Total IBT Cognitive 
IBT 
Affective 
Cognitive Subscales (α = 0.88)    
6. It is not my style to just buy things. 0.63 0.82 -0.15 
3. If I buy something, I usually do that 
spontaneously. 
0.72 0.76 0.04 
5. I only buy things that I really need. 0.66 0.74 -0.02 
7. I like to compare different brands before I 
buy one. 
0.64 0.72 -0.02 
2. I usually only buy things that I intended to 
buy. 
0.74 0.68 0.15 
10. I often buy things without thinking. 0.71 0.65 0.16 
4. Most of my purchases have been planned in 
advance. 
0.58 0.61 0.03 
1. I usually think carefully before I buy 
something. 
0.55 0.61 -0.01 
9. I am used to buying things 'on the spot'. 0.78 0.59 0.32 
8. Before I buy something I always carefully 
consider whether I need it. 
0.48 0.53 -0.01 
Affective Subscales (α = 0.82)    
13. I sometimes feel guilty after having bought 
something. 
0.34 -0.29 0.79 
14. I am not the kind of person who 'falls in 
love at first sight' with things I see in 
shops. 
0.57 -0.02 0.76 
19. I am a bit reckless in buying things. 0.39 -0.13 0.67 
17. I find it difficult to pass up a bargain. 0.65 0.12 0.62 
12. I sometimes cannot suppress the feeling of 
wanting to buy something. 
0.72 0.31 0.57 
15. I can become very excited if I see something 
I would like to buy. 
0.58 0.17 0.54 
20. I sometimes buy things because I like buying 
things, rather than because I need them. 
0.66 0.31 0.49 
16. I always see something nice whenever I pass 
by shops. 
0.45 0.13 0.43 
11. It is a struggle to leave nice things I see 
in a shop. 
0.47 0.21 0.43 
18. If a see something new, I want to buy it. 0.35 0.14 0.42 
Note: Items 1, 2, 4-8, and 14 should be reversed coded. 
 
IBT-total=the complete 20-item impulse buying tendency scale; IBT-cognitive=Impulse Buying Tendency-cognitive factor; IBT-
affective=Impulse Buying Tendency-affective factor 
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The 20 items were subjected to a Principal Component Analysis. The 
first six eigenvalues were 7.13, 1.93, 1.55, 1.25, 1.14, and 0.95, 
respectively. In this case an Oblimin rotation was used, because the 
cognitive and affective components were substantially correlated. Their 
correlation was 0.59, p<0.001, when the cognitive and affective items 
were averaged (coefficient alphas of 0.88 and 0.82, in that order). 
After rotation the first factor accounted for 25.72% of the variance, 
while the second factor accounted for 19.58%. Coefficient alpha was 
0.90 for the complete 20-item scale. 
 These results suggested that the 20-item impulse buying tendency 
scale is a reliable instrument. The instrument contains items 
concerning cognitive and affective aspects of impulse buying. 
 
3.5.2 Correlational analysis 
The mean of the impulse buying tendency scale was 3.75 (sd=0.99). 
Females scored higher but not significantly than males, m-female=3.80, 
m-male=3.50, t(75)=-1.01, ns. Note however, that the number of male and 
female participants differs greatly. 
 There was no significant correlation between impulse buying tendency 
and age, r=0.05. However, the range of ages was limited in this sample. 
 The mean of the SRBI was 4.03 (sd=1.46). Females rated themselves 
significantly higher than males, m-female=4.20 (sd=1.44), m-male=3.08 
(sd=1.31), t(75)=-2.49, p<0.01. 
 The mean of the impulsiveness of the purchase was 2.32 (sd=1.42). 
Females rated themselves higher than males, m-female=2.44 (sd=1.38), m-
male=1.77 (sd=1.53), however the difference was not statistically 
significant t(72)=-1.56, ns. 
 
Table 3.2  Correlations of impulse buying tendency, SRBI, impulsiveness of the 
purchase, and shopping enjoyment  
 
 SRBI Shopping enjoyment Impulsiveness of the purchase 
IBT-cognitive 0.55*** 0.44*** 0.51*** 
IBT-affective 0.63*** 0.15 0.40*** 
IBT-total 0.68*** 0.37*** 0.52*** 
SRBI --- 0.31** 0.46*** 
Shopping enjoyment --- --- 0.48*** 
Note: **p<0.01; ***p<0.001. 
 
IBT-cognitive = Impulse Buying Tendency-cognitive factor; IBT-affective = Impulse Buying Tendency-affective factor; IBT-total = 
the complete 20-item impulse buying tendency scale. 
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 The mean of shopping enjoyment was 2.51 (sd=1.28). Females scored 
significantly higher than males, m-female=2.67 (sd=1.27) m-male=1.67 
(sd=0.98), t(72)=-2.580, p<0.01. 
 Table 3.2 presents the correlations between impulse buying tendency 
and SRBI, impulsiveness of the purchase, and shopping enjoyment. All 
correlations are significant except for the correlation between the 
affective subscale and shopping enjoyment. 
 
3.5.3 Content analysis of purchase diary 
Reports of the products purchased could be divided into 10 general 
categories (i.e., clothing, footwear, stationery, bags, books, 
collectible items/hobby, CDs, electronic appliances, body-care 
products, and personal ornaments). Only 3 out of the 77 participants 
reported to have purchased more than one product in the diary, 
therefore the analysis was limited to one purchased product. For those 
who reported more than one purchased product, the product chosen was 
the one accompanied with the most complete and clear narration. 
 The content analysis method was chosen to make valid inferences from 
the text narrations of the shopping diary entries concerning buying 
considerations and feelings associated with the purchase. The choice of 
method was based on the notion that content analysis can be used in the 
attempt to understand meaning of texts through interpretive procedures 
(Spiggle, 1994). Categorization process is one of the manipulation 
operations of qualitative data with the intention of classifying units 
of data. The unit of data used for the purpose of analyzing the 
shopping diary entries was the words used by participants to describe 
their feelings and buying considerations associated with the purchase. 
These words were subsequently categorized during the process of coding, 
this coding scheme was then used to develop a binary data matrix, where 
either a 0 or 1 value was given for each category depending on whether 
the individual had used (coded as 1) the specific word included in that 
particular category or not (coded as 0).  
 The reliability of the coding scheme was tested, by having two 
coders worked independently on the text narrations of the shopping 
diary entries. The Cohen’s (Cohen, 1960) Kappas were 0.94 and 0.98 for 
the coding of the feelings associated with the purchase and the buying 
considerations of the purchase, respectively.  
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 The data matrix was further subjected to multidimensional scaling 
(MDS) analysis. The list of categorization for the feelings associated 
with the purchase and the buying considerations of the purchase is 
presented in Table 3.3.1 and Table 3.3.2, along with the stimulus 
coordinates on the multidimensional space as the result of the MDS 
analysis. 
 MDS analysis tries to find a configuration of points in which the 
distances between these points match as well as possible the 
proximities between the objects. In this study, the analysis was 
carried out by PROXSCAL, a computer program that guarantees monotone 
convergence based on performed analysis on given, instead of 
transformed, data. Ordinal transformations on the variables are 
computed using monotone regression which is implemented in the PROXSCAL 
program. 
 One of the unique features of PROXSCAL is that the user can impose 
external constraints on the MDS configuration, because in PROXSCAL no a 
priori conversion of the data is needed (Borg & Groenen, 1997; Busing, 
2000; Van Deun & Delbeke, 1999). The rationale of this initialization 
is to aim for optimal scaling, to get the maximum possible 
dimensionality without data transformation. In optimal scaling of an 
ordinal variable, the original variable is replaced by a different 
variable that has the same order as the original variable, and as a 
consequence reduces the loss of function. Then, this high-dimensional 
configuration is projected onto a subspace of the specified 
dimensionality under all required restriction on the coordinates. 
Therefore, by using PROXSCAL users are able to put some restrictions on 
the common space, leading to a solution that is clearer with respect to 
the interpretation. Moreover, PROXSCAL is the only program that avoids 
negative disparities that may arise when specifying an interval 
transformation of the dissimilarities. 
 First, a two dimensional scaling space was chosen as the most 
optimal solution5 for the data matrix of the feelings associated with 
the purchase with an optimal scaling factor of 1.03. The Stress value 
is 0.18 and the Tucker’s coefficient of congruence value is 0.98 for 
the matrix. The stimulus coordinates (see Table 3.3.1) represent the 
                                                                          
5 Stress values for each number of dimensions in the MDS solution are presented in the scree plot, and as a “rule-of-thumb” a solution 
is considered acceptable whenever the Stress value is less than 0.20.  However, Stress value alone does not always lend itself to clear 
interpretation. The optimal scaling factor and the Tucker’s coefficient of congruence serve as additional justification to accept a 
solution with a Stress value above 0.20. A perfect MDS solution has a Tucker’s coefficient of congruence of 1.00 and the most 
optimal scaling factor is also 1.00. 
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position that each feeling has on a two dimensional space, the plot on 
this dimensionality is presented in Figure 3.1.1.  
 Each dimension of this two dimensional space is represented by a 
continuum. The pattern of distribution revealed that some feelings fall 
closer to one end of a continuum while the others fall closer to the 
other end. 
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Figure 3.1.1 Plot on the dimensionality of feelings associated with the purchase 
 
 On the first dimension, feelings such as: regret, in love, 
enthusiastic, excited, urge to have, perfect, and attracted, tend to 
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fall on one end; most of these are the typical feelings that have been 
associated with impulse buying behavior. 
 Closer to another end of the continuum lay feelings such as: nothing 
special, relieved, pleased, interested, contented, happy, like, wanting 
to have, need to have, and proud; that are mostly related to 
contemplative buying behavior. This first dimension clearly seems like 
an impulsiveness dimension of the emotional consumption experience. 
 
Table 3.3.1  Multidimensional scaling (MDS) configuration of feelings associated with 
the purchase derived in 2 dimensions 
 
Feeling Stimulus coordinates Code  English Bahasa Indonesia Dimension 1 Dimension 2 
1 Nothing special Biasa saja 1.35 0.12 
2 Relieved Lega 0.39 0.19 
3 Pleased Senang 0.31 0.38 
4 Interested Tertarik 0.28 -0.16 
5 Contented Puas 0.20 -1.04 
6 Happy Gembira 0.11 -0.03 
7 Like Suka 0.08 -0.09 
8 Wanting (to have) Ingin memiliki 0.07 0.14 
9 Need (to have) Perlu memiliki 0.04 0.01 
10 Proud Bangga 0.03 -0.08 
11 Regret Menyesal -0.04 0.07 
12 In love Jatuh cinta -0.08 -0.04 
13 Enthusiastic Antusias -0.16 1.09 
14 Excited Bergairah -0.39 -0.81 
15 Urge (to have) Harus memiliki -0.67 0.09 
16 Perfect Sempurna -0.70 -0.43 
17 Attracted Terpesona -0.82 0.59 
 
 For the next step, a two dimensional scaling space was also chosen 
as the most optimal solution for the data matrix of the buying 
considerations of the purchase with an optimal scaling factor of 1.00. 
The Stress value is 0.04 and the Tucker’s coefficient of congruence 
value is 0.99 for the matrix. The stimulus coordinates (see Table 
3.3.2) represent the position that each buying consideration has on a 
two dimensional space, the plot on this dimensionality is presented in 
Figure 3.1.2. 
 Each dimension of this two dimensional space is represented by a 
continuum. The pattern of distribution revealed that some buying 
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consideration fall closer to one end of a continuum while the others 
fall closer to the other end. 
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Figure 3.1.2 Plot on the dimensionality of buying considerations of the purchase 
 
 On the first dimension, buying considerations such as unique, 
beauty, in fashion, on sale lies on one end; these are the typical 
buying consideration that have been associated with hedonistic buying 
behavior. 
 
Table 3.3.2 Multidimensional scaling (MDS) configuration of buying considerations of 
the purchase derived in 2 dimensions 
 
Buying considerations Stimulus coordinates Code 
English Bahasa Indonesia Dimension 1 Dimension 2 
1 Practical Praktis 1.00 0.07 
2 Quality Kualitas 0.42 0.05 
3 Price Ekonomis 0.40 0.17 
4 Special Istimewa 0.01 -0.59 
5 Unique Unik -0.19 0.00 
6 Beauty Indah -0.38 0.61 
7 In Fashion Mode -0.49 -0.55 
8 On Sale Obral -0.78 0.24 
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 Closer to another end of the continuum lay buying considerations 
such as: practical, quality, price, and special; that are more related 
to prudent buying behavior. This first dimension clearly seems like an 
impulsiveness dimension of the considerations to buy products. 
 
3.5.4 Correlational analysis on the dimensions of purchase 
The MDS analysis made it possible to plot each individual’s position on 
the 2-dimensional space that has been chosen as the optimal solution. 
This position was represented by coordinates on the two dimensions, for 
both the feelings associated with the purchase, and the buying 
consideration of the purchase. The presence of these coordinates 
permitted an analysis of correlations on each of these dimensions to be 
conducted. 
Table 3.4.1 Correlations of impulse buying tendency, SRBI, impulsiveness of the 
purchase, shopping enjoyment, and feelings associated with the purchase 
 
 Dimension 1 Dimension 2 
IBT Total -0.50*** -0.14 
IBT Cognitive -0.46*** -0.11 
IBT Affective -0.40*** -0.13 
SRBI -0.42*** -0.17 
Impulsiveness of the purchase -0.34*** -0.27** 
Shopping enjoyment -0.13 -0.19 
Note: **p<0.01; ***p<0.001. 
IBT-cognitive = Impulse Buying Tendency-cognitive factor; IBT-affective = Impulse Buying Tendency-affective factor; IBT-total = 
the complete 20-item impulse buying tendency scale; SRBI = Self-rating of buying impulsiveness. 
 
 There were significant correlations between the full scale and the 
two subscales of impulse buying tendency, and the first dimension of 
the feelings associated with the purchase (see Table 3.4.1). This 
dimension also showed significant correlations with SRBI, and 
impulsiveness of the purchase. It seems to represents the arousal 
dimension of emotions in the consumption experience. Suggesting that 
emotions with high level of arousal are the ones closely related to 
impulse buying consumption experience.  
 The second dimension of the feelings associated with the purchase 
showed significant correlation only with purchase impulsiveness. 
However, shopping enjoyment failed to show significant correlations 
with any of the dimensions of the feelings associated with the 
purchase. 
 There were also significant correlations between the full scale and 
the two subscales of impulse buying tendency, and the first dimension 
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of the buying considerations of the purchase (see Table 3.4.2). This 
dimension also correlated significantly with SRBI, impulsiveness of the 
purchase, and shopping enjoyment. 
Table 3.4.2  Correlation of impulse buying tendency, SRBI, impulsiveness of the 
purchase, shopping enjoyment, and buying considerations of the purchase 
 
 Dimension 1 Dimension 2 
IBT Total  -0.44*** -0.07 
IBT Cognitive  -0.44*** -0.02 
IBT Affective -0.28** -0.12 
SRBI -0.47*** -0.09 
Impulsiveness of the purchase -0.64*** -0.04 
Shopping enjoyment -0.40*** -0.18 
Note: **p<0.01; ***p<0.001 
IBT-cognitive = Impulse Buying Tendency-cognitive factor; IBT-affective = Impulse Buying Tendency-affective factor; IBT-total = 
the complete 20-item impulse buying tendency scale; SRBI = Self-rating of buying impulsiveness. 
 
This first dimension seems to represent the prudence dimension on 
consumption experience. Suggesting that impetuous buying considerations 
are the ones closely related to impulse buying consumption experience. 
 
3.5.5 The influence of shopping companion on impulse buying tendency 
The sample was divided into “with-companion” (n=40) and “no-companion” 
(n=37) subgroups based on the report of whether they have shopping 
companion or not at the time of the purchase. The “with-companion” 
subgroup scored higher (m=4.09) on impulse buying tendency scale than 
the “no-companion” subgroup (m=3.38); t(75)=-3.29; p<0.002.  
 The SRBI of the “with-companion” subgroup (m=4.54) was significantly 
higher than the “no-companion” subgroup (m=3.46); t(75)=-3.32; p<0.001. 
 The impulsiveness of the purchase was also higher in the “with-
companion” subgroup (m=3.24) compared to the “no-companion” subgroup 
(m=1.40); t(75)=-7.24; p<0.001. 
 
3.5.6 Impulse buying tendency and individual differences scales 
The individual differences scales were first tested for internal 
reliability. Coefficients alphas were 0.87, 0.81, 0.75, and 0.90 for 
personal fear of invalidity, personal need for structure, need to 
evaluate, and need for cognition, respectively. The action versus state 
orientation instrument consists of three 12-item subscales (Kuhl, 
1994), i.e.: (lack of) preoccupation, initiation versus hesitation, and 
volatility. Coefficients alphas were 0.83 and 0.73 for the first two 
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subscales, respectively. However, as in the Dutch study the volatility 
scale was dropped, because of insufficient reliability (coefficient 
alpha = 0.34). 
Table 3.5 Correlations of impulse buying tendency with personal need for structure, need 
to evaluate, need for cognition, and action versus state orientation. 
 
 PNS NE NC Aolp Aoai PFI 
IBT-cognitive -0.31** -0.31** 0.13  0.04 -0.13 -0.01 
IBT-affective -0.17 -0.09 0.05 -0.1 -0.24*  0.25* 
IBT-total -0.30** -0.26** 0.12 -0.04 -0.21  0.11 
Note: *p<0.05; **p<0.01. 
IBT-cognitive = Impulse Buying Tendency-cognitive factor; IBT-affective = Impulse Buying Tendency-affective factor; IBT-total = 
the complete 20-item impulse buying tendency scale; PNS = personal need for structure; NE = need to evaluate; NC = need for 
cognition; AOlp = action orientation-lack of preoccupation subscale; AOai = action orientation-action initiation subscale; PFI = 
Personal fear of invalidity: SE = shopping enjoyment. Note that (uncorrelated) factors scores from a varimax rotated principal 
component analysis were used for the cognitive and affective impulse buying tendency factors. 
 
 The two components of impulse buying tendency, represented here in 
the two facets of the impulse buying tendency scale, might have 
different roots in personality. Therefore, the two facets of the scale, 
along with the complete 20-item scale, were correlated separately with 
the other individual difference scales as well, for the purpose of 
validating the impulse buying facets. The subscales were fairly 
strongly correlated, in these analyses factor scores were used from a 
Varimax rotated Principal Component Analysis on the 20 impulse buying 
tendency items. Using these uncorrelated factor scores assure that the 
correlations between the individual difference scales and the cognitive 
and affective facets represented unique variance of the facets. 
 In Table 3.5 correlations between the cognitive and affective 
impulse buying factor scores, personal need for structure, need to 
evaluate, need for cognition, and the two action versus state 
orientation subscales are presented. A number of modest but significant 
relations appeared. The full scale and cognitive factor scores 
inversely correlated to personal need for structure and need to 
evaluate, while the affective factor scores inversely correlated to 
action initiation subscale of the action orientation and personal fear 
of invalidity, these correlations were all significant. However, 
impulse buying tendency scale or the respective factor scores were not 
significantly correlated with neither need for cognition nor lack of 
preoccupation subscale of the action orientation. 
 The findings from the previous Dutch study was remarkably similar 
concerning the pattern of correlations of the cognitive facet of 
impulse buying tendency scale with the individual differences scales, 
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and should be taken into real consideration. However, it should also be 
noted that the full scale and affective scale revealed different 
patterns of correlations than those found in the Dutch study. 
 
3.6  Discussion 
 
In this study, the Indonesian version of the 20-item scale to measure 
general impulse buying tendency was constructed. It was then tested for 
reliability, and correlated with the self-reported impulsivity of 
purchase as well as with a number of personality-based individual 
differences, i.e., personal need for structure, need to evaluate, need 
for cognition, action versus state orientation, and personal fear of 
invalidity. The 20 items measuring impulse buying tendency in Bahasa 
Indonesia also proved to be a reliable scale similar to the earlier 
version written in Dutch. This scale also consists of two facets, one 
that refers to the cognitive and another that refers to the affective 
aspects of impulse buying. The two subscales were strongly correlated, 
indicating that the complete 20-item scale is better to be used 
together. Predictive validity of the scale were further verified by the 
findings that the scale was related to the self-rating of buying 
impulsiveness, and to impulsiveness of the purchase. 
 Most importantly, some of the meaningful patterns of correlations 
found between the impulse buying tendency scale and the personality-
related variables from the Dutch study were supported by the findings 
of this Indonesian study. Except for the need for cognition and lack of 
preoccupation subscale of action orientation that failed to show any 
association with impulse buying tendency, the other personality-based 
individual differences are related in meaningful ways to impulse buying 
tendency. The cognitive facet was found to be related in different ways 
than the affective facets, to the personality-related variables. 
Similar with the previous finding, the cognitive facet was associated 
with low personal need for structure and low need to evaluate. 
Suggesting that the typical characteristics of impulse buyer, i.e., 
lack of planning and deliberating, might very well be the consequences 
of more fundamental personality characteristics. The full scale of 
impulse buying tendency in the present study also revealed the same 
pattern of correlations with the personality related individual 
differences as the cognitive sub-scale.  
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 The affective facet was related to low tendency of the action 
initiation, it is important to remark here that the Dutch study 
revealed the opposite instead, in that study the affective facet was 
related to high tendency to action initiation. Combined together with 
the significant correlation of this affective facet with high personal 
fear of invalidity, the results suggest that the concern of making 
wrong decisions is related to high impulse buying tendency, indicating 
that instead of using cognitive processes people may rely on emotional-
related cues in making their purchase decisions.  
 Together with the following results of the MDS analysis, the 
aforementioned correlations with individual differences scale gave 
further validation of the impulse buying tendency scale. The results of 
the MDS analysis represent consumers’ perceptual dimensional space 
concerning products in terms of the feelings experienced that could be 
associated to the products, and the considerations that prompted the 
purchase decision. There seemed to be a marked contrast between 
consumers with low impulse buying tendency and those with high impulse 
buying tendency in respect to this. 
 The fact that one dimension of the feelings associated with the 
purchase was strongly correlated with the impulse buying tendency 
scale, gave strong indication that this dimension might very well be 
the representation of the arousal dimension of consumption emotions. 
The dimension stretches along the Low Arousal to High Arousal 
continuum. Feelings related to impulsive consumption (i.e., regret, in 
love, enthusiastic, excited, urge to have, perfect, attracted) tend to 
fall on the high arousal end of this continuum. On the other end of the 
continuum lies the low arousal emotions, and the feelings related to 
non-impulsive purchase (i.e., nothing special, relieved, pleased, 
interested, contented, happy, like, wanting to have, need to have, 
proud) fall closer to this end. 
 A similar explanation could also be applied to the first dimension 
of buying considerations of the purchase, which was strongly correlated 
with the impulse buying tendency scale. It might represent the 
dimension of prudence which extends down the Prudent-Impetuous 
continuum, where impulsive related buying considerations (i.e., unique, 
beauty, in fashion, on sale) lies on the impetuous end, and the 
contemplative related buying considerations (i.e., practical, quality, 
price, special) lies on the prudent end. Dittmar (1996) proposed that 
 
Buying impulses: A study on impulsive consumption 
The consumption experience of impulse buying  79 
buying considerations employed in impulse purchases are psychological 
considerations, with mood as the most important one; while planned 
purchases rely more on functional considerations. Shopping has been 
predicted to serve both task-related or product-acquisition and 
recreational goals, and therefore related to two types of shopping-
value: utilitarian or instrumental and hedonic or consummatory values 
(Babin, Darden & Griffin, 1994). The qualitative data of both the 
feelings and buying considerations clearly suggest that the 
impulsiveness dimension is a genuine underlying dimension of shopping 
experiences.  
 The present study again provided firm supports to the indication 
that impulse buying tendency is strongly attached to basic personality 
traits. First, by the meaningful pattern of relations between 
personality-related individual differences to impulse buying tendency, 
which was later verified by the significant relations of impulse buying 
tendency with the feelings associated with products and buying 
considerations to purchase products. 
 As it was expected, impulse buying tendency was related to shopping 
enjoyment, high shopping enjoyment goes with high impulse buying 
tendency. The indication that influence of others on impulse buying 
tendency was verified with the findings that there were marked 
difference of impulse buying tendency between the people with shopping 
companion and those without shopping companion at the time of purchase. 
 No relation was found between impulse buying tendency and age or 
gender, however it should be noted that the age range was limited in 
the sample and the numbers of male and female participants differ 
greatly. 
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Impulse buying tendency in deed6 
 
4.1 Introduction 
 
Substantial theoretical and empirical considerations have revealed that 
shopping experience is in fact the joint consequences of environment 
and consumers’ affect, motivations and traits; on marketplace behaviors 
(e.g., Grewal, Krishnan, Baker, Borin, 1998; Machleit, Eroglu, & 
Mantel, 2000; Mattila & Wirtz, 2001; Wakefield & Baker, 1998). In other 
words, there are interdependencies between marketplace factors, 
consumers’ emotional states, and behaviors. This assumption that in-
store experiences and environmental factors influence affective states 
which consequently shape marketplace behaviors was originally based on 
the environmental psychology model represented by the Mehrabian-
Russell’s chain (1974; see Figure 4.1). 
 
 
 
 
 Behaviors Emotions Store Experiences and Stimuli 
 
 
Figure 4.1 The Mehrabian-Russell’s environmental psychological model 
 (based on Mehrabian & Russell, 1974) 
 
 In the same sprit to that model, Hirschman and Holbrook (1982) 
stated that emotive responses to products generate needs and drives 
that lead to the enactment of behavior which will satisfies the goals 
involved. In principle, consumers’ emotional involvement play a central 
role in a variety of consumption behaviors, such as in shaping 
customers’ willingness to go for a shopping trip as well as preferences 
for certain products and in-store behaviors. Past research has 
confirmed that positive emotions can be generated by pleasant in-store 
elements (i.e., physical features and social components) and this 
affect positivity can have a favorable biasing effect on product 
attitudes and enhances approach behaviors, therefore boosting purchase 
intentions (e.g., Howard & Gengler, 2001; Mano, 1999). Furthermore, 
several studies on the effect of mood and affective states on impulse 
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buying behavior demonstrate that pleasurable feelings may lead to 
increased unplanned spending (Kacen & Lee, 2002). 
 Another point that should also be taken into account is the fact 
that much of consumer behavior is a socially interactive experience. 
Evaluations, decisions, and experiences related to consumption are 
often formed by consumers either interacting with one another, or with 
those who provide or persuade the usage of goods and services. A line 
of research has demonstrated the existence of emotional contagion 
(i.e., someone catching the emotion being experienced by another, 
wherein the emotion of the receiver converges with that of the sender) 
and furthermore provided the evidence that this phenomenon resulted in 
attitudinal bias (Howard & Gengler, 2001). Emotional contagion can have 
a positive bias on product relevant attitudes of consumers, the most 
favorable product attitudes were found among those “receivers” when 
exposed to happy “senders” which they found likeable. 
 It is therefore reasonable to assert that studying impulse buying 
would not be complete without taking into consideration the effects of 
in-store physical elements and interpersonal interactions on 
consumption related outcomes (e.g., attitudes, beliefs, purchase 
intentions). The following study was intended to find more evidence to 
validate the construct of impulse buying tendency in real-life setting 
where the concrete act of consumption is taking place. 
 
4.2 Current study  
 
 In the present study, impulse buying behavior was observed in the 
actual shopping context. It was conducted at the Galeria department 
store that was located in Mal Taman Anggrek (Orchid Garden Mall), 
Jakarta. This mall is the largest shopping complex in South East Asia 
that shelter an area of 132,000 square meters and received 30,000-
35,000 visitors per day during weekdays or 40,000-45,000 visitors per 
day during weekends. 
 The major aim of this study was to validate the construct of impulse 
buying tendency by relating it to actual purchase behavior, therefore 
confirming the relation between the tendency and actual consumption 
experience of impulse buying as it was already suggested in the 
previous study  
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4.3 Method 
 
4.3.1 Participants and procedure 
This study included a convenience sample of 103 individuals who were 
actual shoppers in the Galeria department store. There were 36 males 
and 67 females among the participants. Ages ranged from 17 to 61 years 
(m=31.60, sd=9.45). Participants were approached in the shopping mall 
and interviewed immediately after making a purchase. Therefore, the 
actual questioning took place very close to the moment of purchase and 
very near the vicinity of the purchase. The manner of how this 
interview session was carried out, depended on the desires of the 
participants (e.g., sitting down face-to-face with the interviewer, 
standing up near the counter, walking around the store). 
 In the initial phase of the interview, participants responded to 
several demographic questions (e.g., age, occupation). The next 
questions were standard open-ended questions concerning the purchase, 
preceded by the question: “What product did you buy?”. Before 
continuing with the rest of the questions, participants were asked to 
give ratings of how impulsive the purchase was on a 5-point scale. The 
rest of the open-ended standards questions were: “What was your 
considerations to buy the product?” and “What did you feel 
before/during/after making the purchase?”. Finally, participants also 
gave self-ratings of their impulsiveness as a shopper (7-point scale), 
and shopping enjoyment (5-point scale).  
 The interview took approximately 20 minute for each participant and 
the whole course was put on audiotapes. However, some of the 
participants objected beforehand to the suggestion that the interview 
would be taped. When that was the case, then the exact verbal responses 
was recorded on paper during the interview, while keeping it faithful 
to the exact words and expressions used by the participants. A single 
interviewer was responsible for the entire survey. 
 
4.3.2 Measures 
Self-rating of buying impulsiveness (SRBI). Participants responded on a 
7-point scale ranging from 1(Very Contemplative) to 7 (Very Impulsive) 
for a single item question: “How do you rate yourself on impulsiveness 
as a shopper?” Earlier study in Chapter three had used the SRBI measure 
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and it had been satisfactorily validated with the impulse buying 
tendency scale. 
 
Report of purchase. The participants supplied information concerning 
the type of product being purchased; their considerations to buy that 
particular purchase; and the feelings they experienced before, during, 
and after making the purchase. And participants also stated whether or 
not somebody accompanied them while making the purchase. 
 
Impulsiveness of the purchase. Participants rated the impulsiveness of 
their purchase on a 5-point scale ranging from 0(contemplative) to 
4(Impulsive). 
 
Shopping enjoyment. Was measured by 1 item (i.e. “How much do you enjoy 
shopping?”) on a 5-point scale ranging from 0(Do not enjoy it at all) 
to 4(Enjoy it very much). 
 
4.4 Results  
 
4.4.1 Correlational analysis 
The mean of the SRBI was 3.70 (sd=1.73). Females scored higher than 
males, m-females=3.88 (sd=1.80), m-males=3.36 (sd=1.55), but this 
difference was statistically not significant, t(101)=-1.47, ns. In 
contrast to the samples in previous studies, the present sample varied 
in age, and the SRBI correlated strongly and negatively with age, r=-
0.39, p<0.001. 
 The mean of the impulsiveness of the purchase was 2.46 (sd=1.43). 
Females scored higher than males, m-females=2.48 (sd=1.44), m-
males=2.42 (sd=1.44), but this difference was statistically not 
significant, t(101)=-0.25, ns. The impulsiveness of the purchase 
correlated negatively with age, r=-0.28, p<0.01. 
 The mean of the shopping enjoyment was 1.67 (sd=1.27). Females 
scored higher than males, m-females=1.81 (sd=1.30), m-males=1.42 
(sd=1.18), but this difference was statistically not significant, 
t(101)=-1.49, ns. The shopping enjoyment correlated negatively with 
age, r=-0.22, p<0.01. 
 There were significant and strong positive correlations between the 
SRBI and impulsiveness of the purchase; SRBI and shopping enjoyment; 
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and between shopping enjoyment with impulsiveness of the purchase (see 
Table 4.1). 
 
Table 4.1 Correlation of SRBI and impulsiveness of the purchase and shopping 
enjoyment 
 
 SRBI Impulsiveness of the purchase 
Shopping enjoyment 0.58** 0.44** 
SRBI --- 0.82** 
Note: **p<0.01. 
 
SRBI = Self-rating of buying impulsiveness. 
 
4.4.2 Content analysis of purchase reports 
The products purchased by participants could be divided into 8 general 
categories (i.e., clothing, household necessities, electronic 
appliances, footwear, personal ornaments, body-care products, lingerie, 
collectible items/hobby). 
 The content analysis method was again chosen to make valid 
inferences from the text presentation of the interviews concerning 
buying considerations and feelings associated with the purchase 
episodes. The unit of data used for the purpose of analyzing the 
interviews was the words used by participants to describe their 
feelings and buying considerations associated with the purchase 
episodes during the interview. These words were then categorized during 
the process of coding, this coding scheme was then used to develop a 
binary data matrix, where either a 0 or 1 value was given for each 
category depending on whether the individual use the specific word 
included in that particular category (a value of 1 is then given) or 
not (a value of 0 is given, instead). 
 The reliability of the coding scheme was tested, by having two 
coders worked independently on the text presentation of the interviews. 
The Cohen’s (Cohen, 1960) Kappas were 0.87 and 0.92 for the coding of 
the feelings associated with the purchase and the buying considerations 
of the purchase, respectively. The data matrix was further subjected to 
multidimensional scaling (MDS) analysis using the PROXSCAL program. The 
list of this categorization for the feelings associated with the 
purchase and the buying considerations of the purchase is presented in 
Table 4.2.1 and Table 4.2.2, along with the stimulus coordinates on the 
multidimensional space. 
 First, a two dimensional scaling space was chosen as an optimal 
solution for the data matrix of the feelings associated with the 
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purchase with an optimal scaling factor of 1.08. The Stress value is 
0.27 and the Tucker’s coefficient of congruence value is 0.96 for the 
matrix. The MDS representation of the data showed a very similar 
pattern of distribution to the MDS analysis of data in Study 3.2. The 
stimulus coordinates (see Table 4.2.1) represent the position that each 
feeling has on a two dimensional space, the plot on this dimensionality 
is presented in Figure 4.2.1.  
 
Table 4.2.1  Multidimensional scaling (MDS) configuration of feelings associated with 
the purchase derived in 2 dimensions 
 
Feelings Stimulus coordinates Code  English Bahasa Indonesia Dimension 1 Dimension 2 
1 Nothing special Biasa saja 1.23 0.11 
2 Relieved Lega 0.51 0.15 
3 Pleased Senang 0.50 -0.22 
5 Contented Puas 0.40 0.57 
7 Like Suka 0.36 -0.70 
9 Need (to have) Perlu memiliki 0.14 -0.25 
10 Proud Bangga 0.06 0.13 
11 Regret Menyesal 0.01 -0.00 
4 Interested Tertarik 0.00 -0.72 
12 In love Jatuh cinta -0.09 0.29 
16 Perfect Sempurna -0.09 0.86 
6 Happy Gembira -0.16 -0.28 
8 Wanting (to have) Ingin memiliki -0.26 0.12 
14 Excited Bergairah -0.54 0.61 
17 Attracted Terpesona -0.54 -0.55 
13 Enthusiastic Antusias -0.69 -0.28 
15 Urge (to have) Harus memiliki -0.83 0.15 
 
 Each dimension of this two dimensional space is represented by a 
continuum. The pattern of distribution revealed that some feelings fall 
closer to one end of a continuum while the others fall closer to the 
other end. On the first dimension, feelings such as: in love, perfect, 
happy, wanting to have, excited, attracted, and enthusiastic tend to 
fall on one end; most of these are the typical feelings that have been 
associated with impulse buying behavior. Closer to another end of the 
continuum lay feelings such as: nothing special, relieved, pleased, 
contented, like, need to have, proud, regret, and interested; that are 
mostly related to contemplative buying behavior. This first dimension 
 
Buying impulses: A study on impulsive consumption 
86  Chapter four 
clearly seems like an impulsiveness dimension of the emotional 
consumption experience. 
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Figure 4.2.1 Plot on the dimensionality of feelings associated with the purchase 
 
 For the next step, a two dimensional scaling space was also chosen 
as an optimal solution for the data matrix of the buying considerations 
of the purchase with an optimal scaling factor of 1.05. The Stress 
value is 0.22 and the Tucker’s coefficient of congruence value is 0.98 
for the matrix. Again, a very similar pattern of the MDS representation 
to the analysis in Study 3.2 emerged here. The stimulus coordinates 
(see Table 4.2.2) represent the position that each buying consideration 
has on a two dimensional space, the plot on this dimensionality is 
presented in Figure 4.2.2.  
 Each dimension of this two dimensional space is represented by a 
continuum. The pattern of distribution revealed that some buying 
consideration fall closer to one end of a continuum while the others 
fall closer to the other end. On the first dimension, buying 
considerations such as: unique, beauty, in mode, on sale lies on one 
end; these are the typical buying considerations that have been 
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associated with hedonistic buying behavior. Closer to another end of 
the continuum lay buying considerations such as: practical, quality, 
economical, and special; that are more related to prudent buying 
behavior. This first dimension clearly seems like an impulsiveness 
dimension of the considerations to buy products. 
 
Table 4.2.2 Multidimensional scaling (MDS) configuration of buying considerations of 
the purchase derived in 2 dimensions 
 
Buying considerations Stimulus coordinates Code English Bahasa Indonesia Dimension 1 Dimension 2 
1 Practical Praktis 0.91 -0.43 
3 Price Ekonomis 0.38 0.82 
2 Quality Kualitas 0.23 0.16 
4 Special Istimewa 0.04 -0.27 
5 Unique Unik -0.15 0.02 
6 Beauty Indah -0.27 -0.61 
8 On Sale Obral -0.42 0.43 
7 In Fashion Mode -0.71 -0.12 
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Figure 4.2.2 Plot on the dimensionality of buying considerations of the purchase 
 
4.4.3 Self-rating of buying impulsiveness (SRBI) and purchase reports 
The MDS analysis made it possible to plot each individual’s position on 
the 2-dimensional space that has been chosen as the optimal solution. 
Coordinates on both dimensions (i.e., the feelings associated with the 
purchase, and the buying considerations of the purchase) represented 
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this position. These coordinates enabled analysis of correlations to be 
carried out. 
 A significant correlation between the SRBI and the first dimension 
of the feelings associated with the purchase was found. Furthermore, 
significant correlation between the SRBI and the first dimension of the 
buying considerations of the purchase was also found (see Table 4.4). 
 
Table 4.4 Correlation of SRBI and feelings associated with the purchase and buying 
considerations of the purchase 
 
Feelings Buying Considerations  
Dimension 1 Dimension 2 Dimension 1 Dimension 2 
SRBI -0.73*** 0.03 -0.57*** -0.10 
Impulsiveness of the purchase -0.75*** -0.08 -0.63*** -0.09 
Shopping enjoyment -0.34*** 0.01 -0.34*** 0.10 
Note: ***p<0.001. 
 
SRBI = Self-rating of buying impulsiveness. 
 
 The pattern of correlations emerged here was remarkably similar to 
that found previously in Study 3.2. 
 
4.4.4 Shopping companion and self-rating of buying impulsiveness (SRBI) 
The sample was divided into “with-companion” (n=53) and “no-companion” 
(n=50) subgroups based on the report of whether they have shopping 
companion or not at the time of the purchase. The SRBI of the “with-
companion” subgroup (m=4.07; sd=1.78) was significantly different than 
the “no-companion” subgroup (m=3.30; sd=1.58); t(101) = -2.33; p<0.05.  
 The impulsiveness of the purchase was also somewhat higher in the 
“with-companion” subgroup (m=2.64; sd=1.33) compared to the “no-
companion” subgroup (m=2.26; sd=1.53); but the difference was not 
significant t(101)= -1.36, ns. 
 
4.5 Discussion 
 The results generated out of the MDS analysis were very similar to 
the findings in Study 3.2. The first dimension of the feelings 
associated with the purchase was strongly correlated with the self-
rating of buying impulsiveness. This finding supported the suggestion 
that this dimension is a stable dimension which represents the arousal 
dimension of consumption emotions. The dimension stretches along the 
Low Arousal to High Arousal continuum. Feelings related to impulsive 
consumption (i.e., in love, perfect, happy, wanting to have, excited, 
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attracted, and enthusiastic) tend to fall on the high arousal end of 
this continuum. On the other end of the continuum lies the low arousal 
emotions, and the feelings related to non-impulsive purchase (i.e., 
nothing special, relieved, pleased, contented, like, need to have, 
proud, regret, and interested) fall closer to this end. 
 The first dimension of buying considerations of the purchase was 
also strongly correlated with the self-rating of buying impulsiveness. 
This dimension is suggested as the dimension of prudence which extends 
down the Prudent-Impetuous continuum, where impulsive related buying 
considerations (i.e., unique, beauty, in fashion, on sale) lies on the 
impetuous end, and the contemplative related buying considerations 
(i.e., practical, quality, price, special) lies on the prudent end. 
 Based both on the feelings and consideration data, these qualitative 
data clearly suggest that the impulsiveness dimension is a genuine 
underlying dimension of shopping experiences, in the context of the 
shopping public in this study. The results of the MDS analysis also 
gave further validation of the impulse buying tendency scale. Those 
results gave further supports to the indication that impulse buying 
tendency is strongly attached to basic personality traits. 
 As it was expected, impulse buying tendency was related to shopping 
enjoyment, high shopping enjoyment goes with high impulse buying 
tendency. The indication that influence of others on impulse buying 
tendency was verified with the findings that there were marked 
difference of impulse buying tendency between the people with shopping 
companion and those without shopping companion at the time of purchase. 
 Contrary to the findings from the two previous studies, a 
significant negative correlation was found between impulse buying 
tendency and age, thus older people presented less impulse buying 
tendency. The result may be related to the fact that unlike those in 
the previous studies, the sample in this study covered a wide range of 
age. However, gender differences of impulse buying tendency were not 
found in this study. 
 Measure of impulse buying tendency in this study rely entirely on 
the single-item self-rating of buying impulsiveness, reliability of 
such measure may be problematic. And another remark should be made on 
the fact that the participants rated themselves of buying impulsiveness 
not long after they had rated the impulsiveness of their purchase. 
Therefore the very sizeable correlation might represents a spurious 
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relationship; due to the desire of participants to be consistent with 
their own previous rating. The correlations are somewhat inflated due 
to this consistency biases. The real correlation might be less strong 
if an interval is introduced between the rating of impulsiveness of the 
purchase and the self-rating of buying impulsiveness. 
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“When the going gets tough,  
the tough go shopping.” 
Chapter five 
 
The impulse buying “personality” 
and normative evaluation7 
 
5.1 Introduction 
 
Although the studies discussed previously have shown strong support for 
the assumption that impulse buying tendency is a personality-based 
consumer trait, the association between the construct of impulse buying 
tendency with more stable traits of personality has yet to be 
systematically. The personality dimensions of the Big Five theory or 
the Five-Factor Model represent those firm traits of personality, and 
the possible connection between impulse buying tendency and these 
dimensions will be discussed in more detail later in this chapter. 
 Based on the belief that individuals’ impulse buying tendencies can 
be conceptualized as a relatively stable consumer trait, it could be 
concluded that impulsive buyers are more likely to experience buying 
impulses more frequently and strongly than those less impulsive 
consumers (Rook & Fisher, 1995). In other words, highly impulsive 
buyers differ both in the frequency and impulsivity of impulsive 
purchase behavior from the non-impulsive buyers. In reality however the 
difference in purchase behavior between the highly and non-impulsive 
buyers is not always so apparent and consistent. It seems that the urge 
to buy impulsively does not always transcend itself into the act of 
impulse buying. Rook and Fisher (1995) suggested that normative 
evaluation of impulse buying might be a factor that mediates between 
the urges and the real actions of impulse buying. Specifically, when 
consumers believe that impulse purchasing is socially acceptable, they 
act on their impulsive tendencies, but when it is socially unacceptable 
these tendencies may be thwarted. 
 The two present studies, the first one was conducted in Norway and 
followed by the second in Indonesia, were intended to substantiate the 
suggestion made in Chapter two that impulse buying tendency is indeed a 
personality-based individual difference rooted in basic personality. 
                                                                          
7 Parts of this chapter are adapted/translated from Verplanken & Herabadi, 2001 and Herabadi, in press. 
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Therefore, the scale to measure impulse buying tendency was correlated 
with a measure of the personality dimensions of the Big Five theory and 
the Five-Factor Model. The predictive validity of the impulse buying 
tendency scale was also further investigated by relating the impulse 
buying tendency scale to recent impulsive purchase behaviors. 
 In addition, the second study also looked on the possibility that 
normative evaluation of impulse buying is a mediating factor between 
buying impulses and the act of impulsive consumption.  
 Prior to further discussions of these studies, the possible 
relationship between the impulse buying tendency construct and the 
personality dimensions of the Big Five theory or the Five-Factor Model 
will first be explained. 
 
 
5.2 The five dimensions of personality and impulse buying tendency 
Currently the dominant model of personality traits proposes that 
personality is best described in terms of a model with five main 
domains, an approach known as the Big Five or Five Factor model of 
personality (Costa & McRae, 1992; Goldberg, 1990). These five factors 
were originally derived from factor analyses of a large number of self- 
and peer-reports on personality-relevant adjectives. 
 The five factors; Openness (a.k.a. Autonomy), Conscientiousness, 
Extraversion, Agreeableness, and Neuroticism (a.k.a. Emotional 
Stability); are actually dimensions, therefore people vary continuously 
on them, with most people falling in between the extremes. These 
factors are considered universal, having been recovered in languages as 
diverse as German and Chinese, and the factors are relatively stable 
over the course of a 45-year period beginning in young adulthood (McRae 
& Costa, 1997). The Five-Factor Personality Inventory (FFPI) and 
Revised NEO Personality Inventory (NEO-PI-R) are two inventories 
intended to assess the five personality domains (Costa & McCrae, 1992; 
Goldberg, 1990). 
 Based on the assumption that impulse buying tendency is a stable 
individual difference, related to personality; it was expected that 
impulse buying tendency would correlate with one or more of the five 
dimensions. The five dimensions will first be briefly summarized based 
on the description by Costa and McCrae (1992), which define the five 
factors as representing a common element within each dimension.  
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5.2.1 Openness (Autonomy) 
In general, openness reflects ‘open-mindedness’ it refers to how 
willing people are to make adjustments in notions and activities in 
accordance with new ideas or situations. High level of openness 
indicates the tendencies to be imaginative, creative, and to seek out 
cultural and educational experiences. Low level of openness reflects in 
individuals who are more down-to-earth, less interested in art and more 
practical in nature. Impulse buying tendency is expected to correlate 
negatively with this dimension, since impulse buying tendency is 
associated with being unreflective in thinking (e.g., Hoch & 
Loewenstein, 1991). 
 
5.2.2 Conscientiousness 
Refers to how much a person considers others and one’s surroundings 
when making decisions. This trait reflects how organized and persistent 
a person is in pursuing one’s goals. High level of conscientiousness is 
represented in being methodical, well organized and dutiful. Low level 
of conscientiousness is related to being less careful, less focused and 
more likely to be distracted from tasks. Impulse buying tendency is 
expected to correlate negatively with this dimension, with respect to 
the assumption that high impulse buying tendency is mostly related to 
being more reckless, preferring not to make any plan in conducting 
daily activities, such as shopping (e.g., Rook & Gardner, 1993). 
 
5.2.3 Extraversion 
Is a trait characterized by a keen interest in other people and 
external events, and venturing forth with confidence into the unknown. 
This trait reflects preference for, and behavior in, social situations. 
Those with high level of extraversion are energetic and seek out the 
company of others. People with low level of extraversion (introverts) 
tend to be more quiet and reserved. Due to the considerations that 
impulse buying tendency is driven by intense and irresistible 
motivational pressures to seek novelties and sensation, such as new 
products, then it is expected to correlate positively with this 
dimension (e.g., Rook, 1987). 
 
5.2.4 Agreeableness 
Measures how compatible people are with other people, or basically how 
able they are to get along with others. This trait reflects how people 
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tend to interact with others. People high in agreeableness tend to be 
trustful, friendly and cooperative. Individuals with low level of 
agreeableness tend to be more aggressive and less cooperative. The 
inclination toward disregarding harmful consequences associated with 
impulse buying tendency, serves as a ground to believe that high 
impulse buying tendency is linked to low agreeableness, paying no 
attention of the potential negative consequences that may result from 
their action to others (e.g., Hoch & Loewenstein, 1991; Rook, 1987). 
 
5.2.5 Neuroticism (Emotional Stability) 
The bases of Neuroticism are levels of anxiety and volatility. This 
trait reflects the tendency to experience negative thoughts and 
feelings. High level of neuroticism (i.e., low level of emotional 
stability) indicates the tendency for emotional instability and high 
anxiety. Therefore, high neuroticism individuals are prone to 
insecurity and emotional distress. Low level of neuroticism (i.e., high 
level of emotional stability) reflects emotional stability and low 
anxiety. People with low level of neuroticism tend to be more relaxed, 
less emotional and less prone to distress. Considering the much 
emotional nature of impulse buying, it is with good reason to believe 
that impulse buying tendency is related to being high on neuroticism 
(i.e., low on emotional stability), in the sense of being easier to be 
emotionally aroused (e.g., Hoch & Loewenstein, 1991; Rook, 1987). 
 
5.3 Study One 
 
In this study the impulse buying tendency scale was correlated with the 
more fundamental personality dimensions represented by the Big Five 
theory; i.e., Extraversion, Agreeableness, Conscientiousness, Emotional 
Stability, and Autonomy. A Norwegian sample was used, which varied 
widely in terms of demographic background. The study also included a 
measure of recent impulsive purchases in terms of its frequency. 
 
5.3.1 Method 
This study consisted of a convenience sample of 144 individuals in 
Tromsø, Norway. Fifty-one participants were local civil servants, 81 
participants were travelers at the Tromsø airport, and 12 participants 
were undergraduate students at the University of Tromsø. There were 67 
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males and 74 females. Ages ranged from 18 to 83 years (m=40.23, 
sd=13.54). Participants first responded to an open question asking 
which products they had purchased on impulse during the last two weeks. 
This was followed by the impulse buying tendency scale and the Five-
Factor Personality Inventory (FFPI; Hendriks, Hofstee, & De Raad, 
1999), which assessed the Big Five factors of personality. This 
inventory consists of 100 items, each of which is formulated in 
behavioral terms. Participants indicated on five-point scales ranging 
from 1 to 5 the degree to which each behavior was applicable in 
describing themselves. One hundred and twenty-five participants 
completed all materials. 
 
5.3.2 Results and discussion 
Impulse buying tendency scale construction. The 20 impulse buying 
tendency items were subjected to a principal component analysis. The 
first six eigenvalues were 6.30, 2.20, 1.26, 1.25, 1.01, and 0.93, 
respectively. After an Oblimin rotation the first factor (cognitive 
aspects) accounted for 22.44% of the variance, while the second factor 
(affective aspects) accounted for 20.04%. The correlation between the 
cognitive and affective components was substantial. When the cognitive 
and affective items were respectively averaged (coefficient alphas of 
0.82 and 0.80, respectively) their correlation was 0.54, p<0.001. 
Coefficient alpha was 0.87 for the complete 20-item scale. Because the 
subscales were fairly strongly correlated, factor scores from a Varimax 
rotated principal component analysis on the 20 impulse buying tendency 
items were used in the subsequent analyses. 
 
Descriptives and gender and age differences in impulse buying tendency. 
The mean of the impulse buying tendency scale was 3.08 (sd=1.00). 
Females scored higher than males, m-female=3.22, m-male=2.94, but this 
difference was statistically not significant, t(139)=1.65. The present 
sample varied widely in age, and in this case impulse buying tendency 
correlated strongly and negatively with age, r=-0.45, p<0.001. 
 
Impulse buying tendency and recent impulsive purchase behavior. The 
number of products participants reported to have bought on impulse 
during the previous two weeks varied from 0 to 11 (m=1.97, sd=2.01). 
The impulse buying tendency scale correlated significantly with this 
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number, r=0.25, p<0.004. This correlation was relatively strong for 
males, r=0.32, p<0.009, but not for females, r=0.17, ns. Females 
indicated they had bought more products on impulse than males, m-
females=2.32, m-male=1.58, t(139)=2.20, p<0.03. However, the difference 
in correlation with impulse buying tendency was not caused by 
restriction of range effects, as the variances of impulse buying 
tendency and purchase behavior did not differ between males and 
females, F=0.60 and 1.51, respectively. 
 
Correlations of impulse buying tendency with the Big Five. The FFPI 
includes 20 items (10 positive and 10 negative) for each of the five 
factors Extraversion, Agreeableness, Conscientiousness, Emotional 
Stability, and Autonomy, respectively (Hendrik et al., 1999). After 
reversing the negative items, coefficient alphas were 0.79, 0.79, 0.81, 
0.77, and 0.73 for the five dimensions, respectively. Because no 
Norwegian normative weights for the FFPI were available, normative 
weights were used based on a large sample (N=2494) in The Netherlands 
(cf. Perugini & Ercolani, 1998). The FFPI has recently been shown to 
generalize well across a large number of countries (Hendriks et al., 
1999). Using the Dutch weights the five dimensions appeared 
uncorrelated. 
 
Table 5.1 Correlations of impulse buying tendency with The Big Five personality 
dimensions. 
 
 EXT AGR CON EMO AUT 
IBT-cognitive 0.28** -0.02 -0.53*** -0.06 -0.06 
IBT-affective 0.29** -0.03 -0.07 -0.17 -0.19* 
IBT-total 0.37*** -0.01 -0.39*** -0.10 -0.20* 
Note: *p<0.05; **p<0.01; ***p<0.001. 
 
IBT-cognitive=Impulse Buying Tendency-cognitive factor; IBT-affective=Impulse Buying Tendency-affective factor; IBT-total=the 
complete 20-item impulse buying tendency scale; EXT=Extraversion; AGR=Agreeableness; CON=Conscientiousness; 
EMO=Emotional Stability; AUT=Autonomy. Note that (uncorrelated) factors scores from a varimax rotated principal component 
analysis were used for the cognitive and affective impulse buying tendency factors. 
 
 In Table 5.1 correlations of impulse buying tendency with the Big 
Five dimensions are presented for the cognitive and affective facets, 
as well as for the complete scale. Uncorrelated factor scores from a 
Varimax rotated principal component analysis were used to represent the 
cognitive and affective facets. As can be seen, the complete scale 
correlated with Extraversion, negatively with Conscientiousness, and 
negatively with Autonomy. As for the cognitive and affective facets, 
both facets correlated with Extraversion. The cognitive facet 
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correlated strongly and negatively with Conscientiousness. The 
affective facet correlated negatively with Autonomy. Agreeableness and 
Emotional Stability were unrelated to impulse buying tendency. These 
correlations confirm the nature of the impulse buying tendency, and in 
particular of the two facets that made up the impulse buying tendency 
scale. The craving for excitements, the lack of deliberation, and being 
unreflective in thinking are the factors associated with impulsive 
purchases. These results thus clearly indicate that impulse buying 
tendency has firm roots in individuals’ personality structure. 
 
5.4  Study Two 
 
The following study investigated the relation of impulse buying 
tendency to the Five-Factor Model of personality dimensions; i.e., 
Extraversion, Agreeableness, Conscientiousness, Neuroticism, and 
Openness; in an Indonesian sample. This study also included a measure 
on recent impulsive purchase in terms of its impulsivity. In addition, 
the effect of normative evaluation was also explored in the setting of 
an imaginary situation. 
 
5.4.1 Method 
Participants and procedure. Participants were 117 undergraduate 
students at the Atma Jaya Catholic University Jakarta, Indonesia, who 
each received a small gift as a reward for participation. The sample 
consisted of 71 females and 46 males. Ages range from 18-24 (m=19.67, 
sd=0.93). Participants were asked to fill in a questionnaire 
administered to them. The questionnaire contains 20 items of the 
impulse buying tendency scale in Bahasa Indonesia, NEO-PI-R, and the 
scales that measured impulsive purchase decision and normative 
evaluation of impulse buying behavior. 
 Recent impulsive purchases were also recorded in the terms of the 
types of purchased product, and the impulsiveness of the purchase. 
Participants also responded to several demographic items; i.e. age and 
gender. 
 
Measures 
Impulse buying tendency. Participants were presented with the Bahasa 
Indonesia version of the impulse buying tendency scale that consists of 
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all the 20 items. Participants gave their responses on a 7-point agree-
disagree scales ranging from 1-7. The items were then recoded so that 
high values indicated a high impulse buying tendency. 
 
NEO-PI-R. The NEO-PI-R is a personality inventory, which measured the 
five dimensions of personality based on the Five-Factor Model of 
personality, i.e., Neuroticism, Extraversion, Openness to Experience, 
Agreeableness, and Conscientiousness. This inventory was developed to 
serve theoretical and applied purposes (Costa & McCrae, 1992). 
 The 240-item inventory (8 items for each of the 6 facets of each 
dimension; totaling to 48 items for each dimension) with a 5-point 
options scale ranging from 0-4, which provides scores on six facets 
from each of the five dimensions of the Five-Factor Model, plus the 
five dimensions scores itself. Thus, the inventory provides 30 lower-
level facet scales, plus 5 higher-level dimension scores. 
 A comparison between the characteristics of the 30 facets scales 
from the NEO-PI-R and the 30 similar constructs measured in the FFPI 
revealed that the average correlation between corresponding scales in 
the two sets is 0.73; which indicates that the cross-validity of the 
inventories under comparison is above average (Goldberg, 1999). Based 
on the consideration that FFPI has not been validated for Indonesian 
samples, NEO-PI-R, which has been satisfactorily validated (Halim, 
2001), was chosen as a measure of the personality dimensions.  
 
Impulsive purchase decision. Measured by a single-item that compels 
participants to choose a particular action that would be taken by the 
consumer described in an imaginary shopping situation (see Box 4.1). 
The scenario is an adaptation of the one used by Rook and Fisher (1995) 
to fit the typical Indonesian situation. After reading this scenario, 
participants were instructed to select which one of the three 
alternatives of purchase decision the imaginary character would make. 
These choices alternatives were designed to represent varying levels of 
buying impulsiveness, ranging from low to high impulsiveness. 
 The use of this imaginary stimulus situation is based on the 
assumption that participants will project themselves into the shopping 
scenario provided, therefore participants with high impulse buying 
tendency will be more likely to opt for a more impulsive choice (Rook & 
Fisher, 1995). Another reason that prompted the use of an indirect 
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questioning approach is to reduce the possibility of social 
desirability biases, that tend to encourage “correct” but dishonest 
responses (Fisher, 1993). 
 
Female imaginary character 
 “Susan is a 21-year old college student with a part-time job giving piano lessons. Susan lives in a boarding 
house together with several friends. It is two days before Susan gets her next paycheck and she has only Rp 
75.000,- left for necessities. In addition to food, Susan needs to buy a pair of ballet shoes to be worn at her 
amateur ballet-group’s performance that will be followed by a celebration party afterward. That afternoon, she 
goes with her friend Anita, to the mall, as they are walking through a Department Store, Susan sees a great looking 
dress on sale for Rp 175.000,-.” 
(After reading the above scenario, participants were instructed to select which one of the three purchase decision 
options Susan would make from the alternative provided below.) 
(1) buying the ballet shoes only 
(2) buying both the ballet shoes and dress with a credit card8 
(3) buying the ballet shoes, and dress plus a matching pair of shoes, with a credit card 
 
Male imaginary character 
 “Haris is a 21-year old college student with a part-time job giving guitar lessons. Haris lives in a boarding 
house together with several friends. It is two days before Haris gets his next paycheck and he has only Rp 
75.000,- left for necessities. In addition to food, Haris needs to buy a pair of warm socks for the mountain 
climbing expedition initiated by his outdoor-sport club. That afternoon, he goes with his friend Johan, to the mall, 
as they are walking through a Department Store, Haris sees a cool looking backpack on sale for Rp 175.000,-.” 
(After reading the above scenario, participants were instructed to select which one of the three purchase decision 
options Haris would make from the alternative provided below.) 
(1) buying the socks only 
(2) buying both the socks and backpack with a credit card 
(3) buying the socks, and backpack plus a matching hat, with a credit card 
 
Box 5.1 Imaginary shopping scenario used in the measurement of impulsive purchase 
decision 
 
 To control for possible gender effects of the stimulus, half of the 
participants was exposed to a male, while the other half was exposed to 
a female imaginary character. An 2 by 2 ANOVA was run on character’s 
gender and participant’s gender as independent variables. Because no 
significant gender effects were found, data from the two conditions 
were pooled. 
                                                                          
8 From the 117 participants, 37 of them actually owned a credit card. 
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 Rook and Fisher (1995) stated that the effect of consumers’ impulse 
buying norms as a trait-behavior moderator is not likely to be 
continuous. The influence on behavior often communicates either a 
summary “yes” or “no” to some anticipated action. Hypothetically, the 
imaginary buying situation invites either negative or positive 
normative evaluations. The character is low on cash and should be 
practical and frugal, but the upcoming party/camping scheme may 
encourage an impulsive indulgence. 
 
Normative evaluation. This measure is also an adaptation of the one 
used by Rook and Fisher (1995). It assumes that consumers may assess 
the appropriateness of buying something on impulse along a continuum 
that ranges from relative neutrality to either strong disapproval or 
encouragement. 
 The participants were told after they indicated which purchase 
decision they believed the imaginary character would make, that the 
character actually chooses to do the relatively impulsive purchase 
decision (option No. 2; see Box 4.1). In other words, participants were 
instructed to imagine that: Susan actually bought both the unplanned Rp 
175.000,- dress and the planned ballet shoes; or Haris actually bought 
both the unplanned Rp 175.000,- backpack and the planned socks. 
 The normative evaluations of this particular purchase decision were 
then gathered from a 7-point semantic differential scale that 
operationalizes the normative dimensions discussed earlier. The ensuing 
scale included 10 bipolar adjective pairs; i.e., good-bad, rational-
crazy, productive-wasteful, attractive-unattractive, smart-stupid, 
acceptable-unacceptable, generous-selfish, sober-silly, mature-
childish, and right-wrong (Bahasa Indonesia: baik-buruk, rasional-gila, 
produktif-berfoya-foya, menarik-menyebalkan, cermat-ceroboh, layak-
tidak layak, murah hati-egois, bijaksana-dungu, dewasa-kekanak-kanakan, 
benar-salah) 
 
Recent impulsive purchase. Participants were asked to report the last 
product they bought on impulse and rate the impulsiveness of that 
purchase on a 5-point scale ranging from 1(Slightly Impulsive) to 
5(Extremely Impulsive). 
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5.4.2 Results 
Construction of the impulse buying tendency scale. The 20 items to 
measure impulse buying tendency in Bahasa Indonesia were subjected to a 
Principal Component Analysis. The first six eigenvalues were 5.47, 
2.71, 1.42, 1.29, 1.20, and 0.98, respectively. In this case an oblimin 
rotation was used, because the cognitive and affective components were 
substantially correlated. Their correlation was 0.32, p<0.01, when the 
cognitive and affective items were averaged (coefficient alphas of 0.84 
and 0.78, in that order). After rotation the first factor accounted for 
27.35% of the variance, while the second factor accounted for 13.57%. 
Coefficient alpha was 0.84 for the complete 20-item scale. 
 
Descriptives and gender and age differences in impulse buying tendency. 
The mean of the impulse buying tendency scale was m=3.58 (sd=0.75). 
Females scored higher significantly than males, m-female=3.71 
(sd=0.83), m-male=3.38 (sd=0.56), t(115)=2.58, p<0.02. 
 There was no significant correlation between impulse buying tendency 
and age, r=-0.16, ns. However, it should be noted that the range of 
ages was again limited in this sample. 
 
Impulse buying tendency and normative evaluation of impulse buying 
behavior. The mean of the normative evaluation scale was 30.36, 
sd=12.74, and Cronbach’s alpha=0.94. 
 A moderated multiple regression analysis was conducted to assess the 
differential contribution of impulse buying tendency, normative 
evaluation, and the interaction of the two factors on impulsive 
purchase decisions. The interaction term was computed by multiplying 
impulse buying tendency and normative evaluation. When only impulse 
buying tendency and normative evaluation were included in the 
regression analysis as predictors of impulsive purchase decisions the 
value of R-square is 0.13 (F=8.68; p<0.001). After the interaction of 
impulse buying tendency and normative evaluation was introduced, the R-
square value increased to 0.20 (F=9.17; p<0.001). 
 The standardized beta coefficient for the interaction of impulse 
buying tendency and normative evaluation was 0.27 (t=2.99; p<0.003). 
These results showed that the interaction of impulse buying tendency 
and normative evaluation obviously has its contribution to impulsive 
purchase decision. 
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 Simple slopes analysis was conducted to measure the conditional 
contribution of impulse buying tendency on impulsive purchase decision 
when it depends upon a specific value of the normative evaluation. This 
method of analysis is designed to measure the contribution of a 
predictor on a criterion when it is conditional on another predictor 
(Aiken & West, 1991). Simple slope analysis at one standard deviation 
bellow the mean of normative evaluation yielded a standardized beta 
coefficient for impulse buying tendency of –0.10 (t=-0.75; ns). In 
contrast, the standardized beta coefficient for impulse buying tendency 
at one standard deviation above the mean of normative evaluation was    
-0.68 (t=-2.21; p<0.03). These results indicate that the contribution 
of impulse buying tendency varies across the range of normative 
evaluation. When the normative evaluation is favorable (above the mean) 
then the contribution of impulse buying tendency on impulsive purchase 
decision is significant. But when the normative evaluation is 
unfavorable (below the mean) then the contribution is not statistically 
significant. 
 In other words, impulse buying tendency was related to the 
impulsiveness of the hypothetical decision in the favorable-norm 
condition. However, in case the norm is unfavorable, then the trait to 
behavior relationship was not significant. This is consistent with the 
study of Rook and Fisher (1995) which also found that the effect of 
consumers’ impulse buying norms as a trait-behavior moderator is not a 
continuous one. It suggests that normative evaluation operates as a 
behavioral “gate” that is either open or closed, with little or no 
middle ground. Thus, the relationship between consumers’ impulse buying 
tendencies and their impulse buying behavior should be strong when 
normative evaluations are positive, but weak when some negative 
normative threshold is reached which inhibits the impulse buying 
tendencies. 
 
Impulse buying tendency and recent impulsive purchase. Reports of the 
products purchased could be divided into 10 general categories (i.e., 
clothing, footwear, stationery, bags/wallets, comic books, collectible 
items/hobby, CDs, electronic appliances, body-care products, personal 
ornaments, and flowers/greeting cards). The mean of the impulsiveness 
of the purchase was 2.76 (sd=1.72), females rate their impulsiveness of 
the purchase slightly higher than males but the difference is not 
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statistically significant, m-female=2.85 (sd=1.69) m-male=2.64 
(sd=1.78), t(115)=0.63, ns. The impulse buying tendency scale 
correlated significantly with this rating of the impulsiveness of the 
purchase, r=0.44, p<0.001, the significant correlation was also found 
with the cognitive (r=0.32, p<0.001) and affective subscale (r=0.27, 
p<0.01) of impulse buying tendency.  
 
Correlations of impulse buying tendency with the Five-Factor Model 
personality dimensions. After reversing the negative items, coefficient 
alphas were 0.80, 0.79, 0.89, 0.87, and, 0.72 for the five dimensions, 
respectively. 
 In Table 4.2 correlations of impulse buying tendency with the Five-
Factor Model dimensions of personality are presented for the cognitive 
and affective facets, as well as for the complete scale. Uncorrelated 
factor scores from a Varimax rotated principal component analysis were 
used to represent the cognitive and affective facets. 
 
Table 5.2 Correlations of impulse buying tendency with the Five-Factor Model personality 
dimensions 
 
 EXT AGR CON NEU OPEN 
IBT-cognitive 0.14 -0.23* -0.22* -0.18 -0.13 
IBT-affective 0.05 -0.17 -0.12 0.26** 0.18 
IBT-total 0.15 -0.28** -0.24* 0.04 0.01 
Note: *p<0.05; **p<0.01 
 
IBT-cognitive=Impulse Buying Tendency-cognitive factor; IBT-affective=Impulse Buying Tendency-affective factor; IBT-total=the 
complete 20-item impulse buying tendency scale; EXT=Extraversion; AGR=Agreeableness; CON=Conscientiousness; 
NEU=Neuroticism; OPEN=Openness. Note that (uncorrelated) factors scores from a varimax rotated principal component analysis 
were used for the cognitive and affective impulse buying tendency factors. 
 
 It is shown that the complete scale correlated negatively with 
Conscientiousness and Agreeableness. The cognitive facet also 
correlated negatively with Conscientiousness and Agreeableness. The 
affective facet correlated with Neuroticism. Extraversion and Openness 
were unrelated to impulse buying tendency. The pattern of these 
correlations is different than the one found in the first study, 
however they still confirm the nature of the impulse buying tendency, 
and in particular of the two facets that made up the impulse buying 
tendency scale. The lack of deliberation, no regards for potential 
negative consequences to others, and being easily arouse emotionally, 
are associated with impulse buying. These results thus give further 
support to the idea that impulse buying tendency indeed has firm roots 
in individuals’ personality structure. 
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 To get a better understanding of the relationships between impulse 
buying tendency and these personality dimensions, the correlation with 
each facet of these dimensions were further examined. The correlations 
of impulse buying tendency with each facet of the Five-Factor Model 
dimensions of personality are presented for the cognitive and affective 
facets, as well as for the complete scale, in Table 5.3. Again, 
uncorrelated factor scores from a Varimax rotated principal component 
analysis were used to represent the cognitive and affective facets. 
 
Table 5.3 Correlations of impulse buying tendency with the personality facets of the 
Five-Factor Model dimensions 
 
Personality facets of the EXTRAVERSION dimension 
 
WARMTH GREGARIOUS-NESS 
ASSERTIVE-
NESS ACTIVITY 
EXCITEMENT 
SEEKING 
POSITIVE 
EMOTIONS 
IBT-cognitive 0.07   0.23*  0.04 -0.12 0.05   0.22* 
IBT-affective 0.18 -0.03 -0.06 -0.03 0.07  0.00 
IBT-total 0.18  0.14 -0.00 -0.05 0.08  0.17 
Personality facets of the AGREEABLENESS dimension 
 
TRUST STRAIGHT-FORWARDNESS ALTRUISM COMPLIANCE MODESTY 
TENDER-
MINDEDNESS 
IBT-cognitive -0.06   -0.17 -0.04 -0.27** -0.16 -0.13 
IBT-affective -0.03  -0.24*  0.03  -0.16 -0.13 -0.04 
IBT-total -0.07   -0.27** -0.00  -0.30***  -0.20* -0.12 
Personality facets of the CONSCIENTIOUSNESS dimension 
 
COMPETENCE ORDER DUTIFULLNESS ACHIEVEMENT STRIVING 
SELF 
DISCIPLINE DELIBERATION 
IBT-cognitive -0.07 -0.17 -0.18  -0.24* -0.06 -0.27** 
IBT-affective -0.04 -0.09 -0.03  0.06 -0.09  -0.31*** 
IBT-total -0.08  -0.19* -0.14 -0.13 -0.11  -0.41*** 
Personality facets of the NEUROTICISM dimension 
 
ANXIETY ANGRY 
HOSTILITY 
DEPRESSION SELF 
CONFIDENCE 
IMPULSIVE VULNERABI-
LITY 
IBT-cognitive -0.27** -0.04 -0.21* -0.36*** 0.06 0.09 
IBT-affective  0.10  0.22*  0.27**  0.10 0.32*** 0.10 
IBT-total -0.12  0.12  0.04 -0.19 0.27** 0.15 
Personality facets of the OPENNESS dimension  
FANTASY AESTHETICS FEELINGS ACTIONS IDEAS VALUES 
IBT-cognitive 0.04 -0.23* -0.04  0.08 -0.22* 0.06 
IBT-affective 0.17  0.22*  0.06 -0.06  0.10 0.04 
IBT-total 0.13 -0.04   -0.01  0.00 -0.09 0.07 
Note: *p<0.05; **p<0.01.; ***p<0.001 
 
IBT-cognitive=Impulse Buying Tendency-cognitive factor; IBT-affective=Impulse Buying Tendency-affective factor; IBT-total=the 
complete 20-item impulse buying tendency scale;. Note that (uncorrelated) factors scores from a varimax rotated principal component 
analysis were used for the cognitive and affective impulse buying tendency factors. 
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 The complete scale correlated negatively with the Order and 
Deliberation facets of Conscientiousness; and also negatively with 
Straightforwardness, Compliance, and Modesty facets of Agreeableness. 
It was also correlated with the Impulsive facet of Neuroticism. The 
facets of Extraversion and Openness were unrelated to the complete 
scale of impulse buying tendency. 
 The cognitive subscale correlated negatively with Achievement 
Striving and Deliberation facets of Conscientiousness; also with the 
Compliance facet of Agreeableness; and with the Gregariousness and 
Positive Emotions facets of Extraversion. This subscale correlated 
negatively with the Anxiety, Depression, and Self-confidence facets of 
Neuroticism; and also negatively with the Aesthetics and Ideas facets 
of Openness. 
 The affective subscale correlated with the Angry Hostility, 
Depression, and Impulsive facets of Neuroticism. The subscale 
correlated negatively with the deliberation facet of Conscientiousness; 
the straightforwardness facet of Agreeableness; and also to the 
aesthetics facet of Openness. 
 
5.5  Discussion 
 
In both of the present studies, the impulse buying tendency scale was 
related to the personality dimensions of the Big Five theory and the 
Five-Factor Model. For both the Norwegian and Indonesian samples, the 
cognitive facet of impulse buying tendency was associated with low 
conscientiousness, confirming that the lack of planning and 
deliberation, which characterizes impulse buying, are personality-based 
traits.  
 Different patterns of relationships between the Norwegian and 
Indonesian samples appeared for the affective facet of impulse buying 
behavior. This affective facet was related to low autonomy for the 
Norwegian sample, indicating that the trait of being unreflective in 
thinking is linked to impulse buying. For the Indonesian sample, 
however, this facet was related to high neuroticism, suggesting that 
emotional responses, with the impulsivity facet in particular, trigger 
impulse buying. 
 The complete impulse buying tendency scale was related to high 
extraversion for the Norwegian sample, thus impulse buying is 
 
Buying impulses: A study on impulsive consumption 
106  Chapter five 
characterizes by excitement-seeking, activity, and the tendency to seek 
novelties. On the other hand, for the Indonesian sample, it was related 
to agreeableness, indicating the tendency to disregard possible harmful 
consequences as a trait linked to impulse buying. 
 The predictive validity of the impulse buying tendency scale was 
again verified by the significant correlation between the impulse 
buying tendency scale to recent impulsive purchase behavior. High 
impulse buying tendency is associated to stronger pattern of impulsive 
buying behavior, in terms of its frequency and impulsivity. 
 In the second study the moderating effect of normative evaluation of 
impulsive purchase was found. When consumers believe that impulse 
purchasing is socially acceptable, they act on their impulsive 
tendencies, therefore impulse buying tendency and purchase decision was 
related when the norms were favorable. However, when the norms were 
socially unacceptable, they obstructed impulse buying tendency and thus 
acted to impede the impulsive purchase behavior. 
 In the first study, conducted with a Norwegian sample, age was 
related to impulse buying tendency, older age is associated with lower 
impulse buying tendency, this sample covered a wide range of age. The 
finding concerning the relationship between impulse buying tendency and 
age in the second study conducted with the Indonesia sample, however 
does not show any significant correlation, the age range in this sample 
was limited. 
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(“Bargain-hunting”-anonymous) 
 
Chapter six 
 
Discussion and conclusions 
 
This final chapter will be allocated to consider altogether those 
results from the empirical studies described in the preceding chapters. 
This attempt is anticipated as able to provide certain lucid accounts 
that will assist in unraveling the peculiar makeup and extent of 
impulse buying. Hence, the subsequent narration will concentrate on the 
discussions of crucial findings noteworthy to receive emphasized 
attention. First, reviews of the reliability and validity of the 
impulse buying tendency scale will be presented. It will then followed 
by consideration on several key issues, which are matters concerning: 
impulse buying tendency and personality; the experience of impulsive 
consumption; the demographic aspects of impulse buying; and the 
influence of cultural aspects on impulse buying. The next discussion 
will be about the limitations of the present research, the implications 
for future research, and the practical application purposes. Finally, 
general conclusions will be drawn as a closure. 
 
6.1 Impulse buying tendency scale 
 
The impulse buying tendency scale was used as a tool of measurement to 
gather data in three countries; the Netherlands, Norway, and Indonesia; 
from all of the three data sets a similar structure of the scale 
emerged. The two major issues here were concerned with the reliability 
and validity of the impulse buying tendency scale. The 20-item impulse 
buying tendency scale proved to have good internal reliabilities across 
all studies, and apparently the scale consists of two facets, i.e., the 
cognitive and affective facets, which consistently emerged throughout 
the whole three studies. Cognitive aspects concern the lack of planning 
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and deliberation when making purchases, while the affective aspects 
concern feelings of pleasure and excitement, an urge to buy, the 
difficulty to leave things, and possible regret afterwards.  
 The cognitive and affective facets were each represented by a 10-
item subscale, and these subscales also illustrate good reliabilities. 
For the purpose of validating the impulse buying tendency construct 
these two subscales were used separately. However the two subscales 
were quite strongly correlated, thus, the complete scale should be used 
together as a reliable measure of impulse buying tendency. The present 
studies across cultures using those two subscales revealed that the 
cognitive and affective facets were apparently stable. This is 
consistent with the results of a cross cultural study which applied 
factor analysis on two previous scales that measure impulse buying 
tendency (i.e., Rook & Fisher, 1995; Weun et al., 1998), results of 
those analysis gave an indication that there may in fact be more than 
one dimension to the buying impulsiveness trait (Kacen & Lee, 2002).  
 The validity of impulse buying tendency as an individual construct 
was verified by a study that presented significant correlation between 
impulse buying tendency scale and self-rating of buying impulsiveness. 
In that particular study, those two measures of buying impulsiveness 
were taken two months apart from each other, with the self-rating of 
buying impulsiveness preceded the impulse buying tendency scale. 
 Furthermore, significant correlations of the scale with self-
reported purchase frequencies and impulsiveness intensities of typical 
impulse products, confirmed the predictive validity of the impulse 
buying tendency scale. The findings indicate that people with high 
level of impulse buying tendency are likely to do impulsive purchases 
more often and to experience more intense impulsive purchase episodes 
compared to those with low level of impulse buying tendency.  
 Those abovementioned findings were further substantiated by the 
significant correlations found between impulse buying tendency scale 
and the dimensions in impulsive purchase experience. One dimension of 
feelings associated with the purchase was correlated with impulse 
buying tendency. This dimension very possibly signifies the arousal 
dimension of emotion, which represents the impulsiveness dimension of 
the emotional consumption experience. Moreover, a dimension of buying 
considerations of the purchase, which very likely stretched along the 
impetuous-prudent continuum, was also correlated with impulse buying 
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tendency. Thus, high arousal emotions and impetuous buying 
considerations were closely related to impulse buying tendency. These 
findings verify that impulse buying tendency scale really measured a 
stable individual construct, with the lack of planning and prominent 
role of emotion as its dominant characteristics.  
 
6.2 Impulse buying tendency and personality 
 
Most of the previous research on impulse buying had been focused on 
situation specific variables, and quite a few aspects have been 
discovered to trigger impulsive purchases. In-store environment (e.g., 
layout, interior architecture and décor, lighting, music with arousing 
qualities, ambient aromas, and hygiene) may influence consumers’ 
emotional states and lead them to exhibit higher levels of impulse 
buying behavior (Mattila & Wirtz, 2001; Wakefield & Baker, 1998). A 
study which was focused on the variety of stores in the mall, found 
that wider variety of stores led to more excitement that triggered the 
desire to stay longer at the mall and therefore increased in-store 
browsing (Beatty & Ferrel, 1998; Wakefield & Baker, 1998). As one 
browses longer, one will be more likely to encounter more stimuli, 
which would tend to increase the likelihood of experiencing impulse 
buying urges. Other factors that may also trigger unplanned purchases 
are: special discount-sale or promotion-sale offered on the stores, 
limited-offered or limited edition products, persuasive sales-people, 
and the convenience of credit (Dittmar, 2000; Grewal et al., 1998). 
 Another line of more recent research had treated impulse buying as 
an individual difference variable (i.e., impulse buying tendency; Rook 
& Fisher, 1995), and attempted to link it with other individual 
difference variables such as: shopping enjoyment (Beatty & Ferrell, 
1998) and self-control (Hoch & Loewenstien, 1991; Baumeister, 2002). 
The fact that some people are more prone to do impulsive purchases than 
others, despite the identical shopping situations, suggested that both 
situational and individual difference variables must have contributed 
to the action of impulse buying. 
 Evidences from the present research also show that it is more than 
mere speculation to infer that impulse buying tendency is in fact an 
individual trait, rooted deeply in basic personality. The impulse 
buying tendency proved to be significantly correlated with fundamental 
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personality dimensions. The cognitive impulse buying tendency subscale 
correlated negatively with personal need for structure, need to 
evaluate, and the conscientiousness dimension. While the affective 
impulse buying tendency subscale was related to action orientation, 
personal fear of invalidity, and the autonomy dimension and neuroticism 
dimension. The whole scale of impulse buying tendency significantly 
correlated to high extraversion dimension and low agreeableness 
dimension. 
 These results pose that there is indeed a distinctive impulse buyer 
personality profile, confirming that impulse buying are more likely 
occurring among those with the personality traits associated with: 
(1) the lack of deliberation and no planning; 
(2) the urge to be active and being unreflective in thinking;  
(3) impulsivity and anxiety due to the apprehension of making wrong 
decisions;  
(4) the need to seek excitement and novelties; and 
(5) the tendency to disregard possible negative consequences. 
 It is also important to note that there are strong indications from 
the findings of the present studies that this personality profile may 
actually be subject to cultural differences. Due consideration of these 
differences between the Caucasians and the Indonesians is therefore 
warranted. The effect of culture on impulse buying will be discussed in 
more detail in Section 6.5. 
 
6.3 The experience of impulsive consumption 
 
The prominent role of emotions in impulse buying behavior seems to be 
an important aspect in the whole episode of impulsive purchase 
experience. The fact that impulse buying tendency correlates to 
feelings associated with the purchase experience signifies that 
impulsive purchase could indeed be characterized as an emotional 
consumption experience. The dimension of arousal represents an 
important aspect of emotions that relates to the impulsiveness of a 
purchase experience, heightened emotional arousal may actually trigger 
the impulsive urge to buy. The attributes of products (e.g., aesthetic 
qualities, unique features, state-of-the-art designs) and situational 
specific variables (e.g., pleasant in-store environment, persuasive 
 
Buying impulses: A study on impulsive consumption 
Discussion and conclusions  111 
sales-people, discount-sale, availability of credit) could possibly 
intensify emotional arousal.  
The presence of others during a purchase experience is another 
very plausible reason behind the heightened emotional arousal. 
Indication of the influence of others on impulsive purchase behavior 
was shown by the significant differences on the: (1) impulse buying 
tendency scale, (2) self-rating on buying impulsiveness, and (3) 
frequency and impulsivity of the impulsive purchase; found between 
consumers who went shopping with- and those who went without-companion. 
Consumers who went shopping with-companion scored higher on the impulse 
buying tendency scale, rated themselves higher on buying impulsiveness, 
and were more likely to buy on impulse, compared to their counterparts 
who went shopping without-companion. The explanation may lie on the 
fact that much of consumer behavior is a socially interactive 
experience. The existence of emotional contagion (i.e., someone 
catching the emotion being experienced by another, wherein the emotion 
of the receiver converges with that of the sender) may resulted in a 
positive bias on product-relevant attitudes of consumers (Howard & 
Gengler, 2001), and therefore promoting impulsive purchases. Moreover, 
there is a direct and express connection between our social perception 
and our social behavior (Dijksterhuis & Bargh, 2001; Dijksterhuis, 
Bargh, & Miedema, 2000). The mere perception of another's behavior 
automatically increases the likelihood of engaging in that behavior 
oneself, as a result, we often do what we see others doing (Chartrand & 
Bargh, 1999). This natural or automatic tendency to copy the behavior 
of others, may be typical for impulse buying situations when just 
seeing someone else buy may be contagious and lead to imitation of 
purchase behavior merely by seeing it happen. Thus, impulse buying may 
be a sort of “chameleon” effect on consumer behavior. 
 However, initial emotional arousal does not always lead to impulsive 
purchase behavior, the most essential factor that must be taken into 
account in predicting impulse buying is the personality of the 
consumer. There are real individual differences in impulse buying 
tendency, a trait that is deeply rooted in personality. Impulsive 
buyers are likely to fit a typical personality profile that encompasses 
traits such as: lacking in deliberation and planning; unreflective in 
thinking and tend to disregard possible negative consequences; have a 
strong need to be active and to seek excitement and novelties; and tend 
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to be impulsive due of the anxiety of making wrong decisions. This type 
of consumers is possibly the one with high affect intensity, who are 
most sensitive to emotional provocative stimuli and tend to seek 
activities that are more emotionally stimulating (Moore et al., 1995; 
Moore & Homer, 2000). 
 In combination with normative evaluations of acting on buying 
impulses, impulse buying tendency could predict when impulsive urges to 
buy will be translated to actual impulsive purchase behavior. Thus, the 
relationship between consumer’s impulse buying tendencies and their 
impulse buying behavior should be strong when normative evaluations are 
approving but weaker when some negative normative threshold is reached, 
which mutes consumer’s trait tendencies (Rook & Fisher, 1995). As a 
consequence, consumers with favorable normative evaluation are more 
likely to act in accord with their buying impulsiveness trait. However, 
when the normative evaluation toward a particular shopping situation is 
unfavorable, then the individual’s susceptibility to normative 
influences (SNI) might be the determining factor whether a consumer 
with high impulse buying tendency will be deterred from making the 
impulsive purchase or encouraged to purchase impulsively instead. 
 Up until this point, it is reasonable to imply that impulse buying 
are not aimless random occurrences that happen irrationally. Instead, 
impulse buying must have its functions and serves some purposes for the 
consumers. Dittmar (1996) proposed that one important motivation which 
drove an individual to buy on impulse is to compensate for perceived 
self-discrepancies between one’s ideal- and actual-selves. Consumers 
create meanings of possessions that extended beyond mere economic 
values (i.e., quality received from price paid; Richins, 1994). 
Sometimes the values of object are pertained to the consumption 
experiences associated with that object (Holbrook and Hirschman, 1982). 
In other words, consumer define the self and build a sense of identity 
through the values of goods, or through the acts of purchasing, that 
are judged based on self-image concerns (Richins, 1994). This claim was 
supported by the fact that impulsive purchases were related to a 
dimension of buying considerations in consumption experiences. The 
dimension represents the impetuousness of the purchase considerations. 
Buying considerations which are related to impulse buying experiences, 
are not linked to utilitarian values (i.e., functional, practical, 
 
Buying impulses: A study on impulsive consumption 
Discussion and conclusions  113 
economical), but are more attached to hedonistic values (i.e., 
enjoyment, identity reinforcement, and appearance-related values).  
 Impulse buying has been known to cause possible regret afterwards 
(Dittmar, 2000; Rook, 1987). The reason behind this is because typical 
impulse buyers may not experience anticipated regret beforehand. Yet, 
regret is not the only emotions that could be anticipated, and perhaps 
other more pleasant emotions (e.g., excitement, joy, pride) concerning 
the purchase might be anticipated instead. Another possible scheme is 
that the impact of anticipated regret is outweighed by other 
considerations (e.g., peer-pressures, self-image concerns). These 
considerations consequently encourage one to dare the possible risks 
involved in the purchase, against the individual’s “better” judgment, 
and drive the consumer more inclined toward impulsive purchase. 
 It is proposed here that the interplay of those abovementioned 
factors could enhance or reduce the initial emotional arousal through 
an arousal regulation mechanism. The augmented or minimized arousal 
will then predict whether the initial emotional arousal will actually 
lead into impulsive purchases or not. Impulse buying will occur when 
the initial emotional arousal is enhanced, but it will be thwarted 
instead when the arousal is minimized. 
 Arousal is a fundamental aspect of behavior related to emotions such 
as the impulse buying phenomenon. Arousal is a key part of emotional 
functions that underlies most of its automaticity; emotional meanings 
can be processed subconsciously, emotions can be activated 
automatically, and responses to emotions can also occur automatically 
(Bagozzi et al., 2002). It is therefore sound to consider impulse 
buying as a highly emotional purchase behavior that certainly matches 
the characteristics of an automatic behavior. 
 These unique features of the impulse buying consumption experience 
lead to the conclusion that impulse buying could indeed be established 
as a distinct psychological construct and behavior. Impulse buying is a 
genuine and psychologically meaningful behavioral pattern, that even 
closely resembling a “syndrome”.  
 
6.4 Demographic aspects of impulse buying 
 
Impulse buying behavior has also been related to several demographic 
characteristics such as consumer’s age and gender (e.g., Bellenger et 
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al., 1978; Dittmar, 1995; 1996; Wood, 1998). The present studies also 
explored the relationship of these two factors to impulse buying. 
 
6.4.1 Age and impulse buying tendency 
The seemingly inconsistent findings in the present studies concerning 
the relation between age and impulse buying tendency were due to the 
age range of the sample. When the age range was limited, then no 
significant correlation could be found between age and impulse buying 
tendency. However when the age range is wide, then age was negatively 
correlated with impulse buying tendency. Suggesting that the older 
people get, they may learn to demonstrate more control on their impulse 
buying tendency, therefore they are less likely to engage in impulsive 
purchases. This is consistent with the findings from earlier research, 
which indicated a non-monotonic relation between age and impulse buying 
tendency (Bellenger et. al., 1978; Kacen & Lee, 2002; Wood, 1998). 
Those previous research found an increase in impulse buying among 
consumers in their 20’s, with declines occurring after the mid-30’s 
(Bellnger et al, 1978; Wood, 1998).  
 
6.4.2 Gender and impulse buying tendency 
In all of the present studies, female participants scored higher than 
male participants on the measurement of impulse buying tendency. Yet, 
the difference was not always proven to be statistically significant. 
It should also be noted here that there were sharp contrasts between 
the numbers of male and female participants in several studies, and 
this might in fact interfere with the statistical analysis. 
Nevertheless, the indication that gender differences were related to 
impulse buying behavior should not be entirely overlooked. There is an 
indication that the difference is not in the degree of buying 
impulsiveness itself but in other aspects of impulse buying instead 
(e.g., buying considerations, products purchased, experienced 
emotions). There is also an interesting finding which illustrated that 
women consider themselves more impulsive than males in the self-report 
of buying impulsiveness. The general difference between male’s and 
female’s shopping style was eloquently put by Underhill (1999), a 
retail anthropologist, as follows: “The most historic differences 
between men and women in the shopping experience come down to the 
general historical fact that men are hunters and women are gatherers. 
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Generally women have more patience, there is a certain measure of 
pleasure in the act of looking and the success of being opportunistic. 
Whereas the man, when he goes shopping, while he may start out being 
prudent, it is possible to turn him into a drunken sailor where he is 
spending his own money.” 
 
6.5 The influence of cultural aspects on impulse buying  
 
The increasing globalized and consumer-orientated marketplace in many 
societies around the world highlighted the importance of understanding 
the cultural context of consumer behavior. So far little is known about 
impulsive buying behavior in non-Western societies since most of the 
previous research was targeted on consumers in Western countries (e.g., 
Great Britain), and a large part was conducted in the United States of 
America. 
 Previous research has explored the influence of: consumer’s mood and 
emotional state (Rook & Gardner, 1993), buying impulsiveness trait 
(Rook & Fisher, 1995), normative evaluation of the appropriateness of 
engaging in impulse buying (Rook & Fisher, 1995), and self-identity 
(Dittmar et al., 1995), on impulse buying behavior. Many other aspects 
of consumer behavior, including: sensation-excitement-variety seeking, 
emotional arousal, risk-aversion/avoidance, hedonism, perceived 
consequences, and the influence of others, are also likely to interact 
with buying impulsiveness. It is interesting that the factors which 
have been linked to impulse purchasing, are also likely to be 
influenced by culture. 
 A recent study by Kacen and Lee (2002) found that cultural factors 
significantly influence consumers’ impulsive buying behavior. A multi-
country sample from both Western and Eastern cultures was utilized for 
the study, and differences in the pattern of impulse buying behavior 
were obvious. People from Western (individualist) cultures revealed a 
stronger relationship between their impulse buying trait and behavior, 
compared to people from Eastern (collectivist) cultures. In other 
words, compared to Caucasians, Asians engage in less impulse buying 
behavior in consideration to the buying impulsiveness trait. The 
researchers attributed the theory of individualism-collectivism 
(Triandis, 1995) in order to explain those differences.  
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 The theory of individualism-collectivism (Triandis, 1995) defined 
collectivism as a social pattern that consists of individuals who see 
themselves as an integral part of one or more collectives or in-groups, 
such as family and co-workers; and individualism as a social pattern 
that consists of individuals who see themselves as autonomous and 
independent. It offers an insight into the difference found in Kacen 
and Lee’s study (2002) in terms of the notion that impulsive buying 
behavior has been characterized as a highly individualistic, 
emotionally charged behavior, and those qualities are more in 
accordance with the values related to individualism. This concept of 
individualism-collectivism was used to examine the influence of culture 
at the national level. 
 Kacen and Lee (2002) also studied the impact of culture on impulse 
buying behavior at the individual level in terms of the consumer’s 
self-concept’s independence based on the theory of interdependent-
independent self-concept (Singelis, 1994). Singelis (1994) defined 
interdependent self-concept as a self-concept that has it emphasize on 
external, public features such as statuses, roles, and relationships; 
it stresses the importance of occupying one’s proper place and engaging 
in appropriate action, in order to belong and to fit in; the typical 
style in communication is by being indirect and “reading” others’ mind. 
On the other hand, independent self-concept emphasized on internal 
abilities, thoughts, and feelings; it is important to realize internal 
attributes and promoting one’s own goals, to be unique and able to 
express the self; being direct is the style in communication (Singelis, 
1994). 
 When the influence of culture was examined at this individual level, 
it was found that independence was not shown to impact Asians’ 
impulsive buying behavior. In contrast, for Caucasians, the more 
independent their self-concept, the more impulsive buying behavior they 
are likely to engage in (Kacen & Lee, 2002). 
 These initial findings emphasized the impact that culture has on 
this complex consumer behavior (i.e., impulse buying phenomenon) and 
suggest that we need to take into account the interaction of culture 
and consumers in order to better understand impulsive buying behavior. 
There were also strong indications of the contribution of culture to 
impulse buying, in some of the findings from the present studies that 
will be discussed subsequently in more details. 
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 However, it should be kept in mind that cross-cultural concern was 
not the main goal of these studies. There are some limitations that 
prevented fervent cross-cultural arguments being made based solely on 
the present findings, i.e., not all of the studies done on the 
Caucasian and Indonesian culture were real equivalents. For one thing, 
convenience samples were used in the studies and secondly, not all of 
the studies were being replicated for both the Caucasian and Indonesian 
culture. Moreover, the personality dimensions were measured using 
different personality inventories for the samples in Norway (i.e., 
FFPI) and Indonesia (i.e., NEO-PI-R), although cross-validation of the 
two measurements was relatively high. 
 The present research found that for both the Caucasian (i.e., Dutch 
and Norwegian) samples and the Indonesian samples, the cognitive facet 
of impulse buying tendency correlated negatively with personal need for 
structure and need to evaluate, and the conscientiousness dimension of 
personality. Confirming that impulsive purchase is more likely among 
those with the personality trait associated with the lack of 
deliberation and no planning. 
 The affective facet, however, was related to dissimilar individual 
difference variables and personality dimensions for the Caucasian and 
the Indonesian samples. For the Caucasian samples, the facet was 
correlated with action orientation and was also correlated negatively 
with the autonomy dimension of personality. Indicating that the urge to 
act and being unreflective in thinking are the personality traits 
linked to impulsive purchases behavior, at least for this particular 
samples. While for the Indonesian samples, the same affective facet was 
correlated negatively with action orientation, and correlated with 
personal fear of invalidity and the neuroticism dimension of 
personality. Suggesting that anxiety (e.g., for not making the right 
choice or action) and impulsivity, are the traits related to impulse 
buying for Indonesian. These results correspond with the findings that 
heightened emotional arousal promoted impulse buying among Asians, but 
not for Caucasians (Kacen & Lee, 2002). 
 Other important differences were the correlation of impulse buying 
tendency to the extraversion and agreeableness dimensions of 
personality. For the Norwegian sample, impulse buying tendency 
correlated with extraversion; signifying excitement-seeking, activity, 
and the tendency to seek novelties as the traits related to impulse 
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buying. While for the Indonesian sample, it was related to low 
agreeableness, which indicate that impulse buying might be triggered by 
the tendency to disregard possible negative consequences. 
 To summarize, the most prominent difference found between the 
Caucasian and Indonesian culture was the different pattern of 
relationships between impulse buying tendency and personality traits. 
For the Caucasian sample, the urge to be active, the tendency to seek 
excitement and novelties, and being unreflective in thinking, were the 
personality traits linked to impulsive purchases behavior. While for 
the Indonesian sample, impulsivity, anxiety for not making the right 
decision, and the tendency to disregard possible negative consequences 
were the traits related to impulse buying. 
 The construct of self is often assumed to be universal, in fact it 
may be quite specific in accordance to cultures. Many important 
differences may exist in the specific content, structure, and 
functioning of people’s self-systems from different cultural 
backgrounds. In view of the notion that self-construal (i.e., the view 
one holds of the self) plays a critical role in mediating and 
regulating various psychological processes and behavior, it is 
therefore important to incorporate cultural contexts in the attempt to 
understand individual behavior such as impulse buying. Research has 
found general differences between the Western view and Eastern 
perspective of the self (e.g., Hofstede, 1980; Markus & Kitayama, 1999; 
Triandis & Brislin, 1980).  
 Many Western cultures have a faith in the inherent separateness of 
distinct individuals, the independent self must be responsive to the 
social environment only to the extent of asserting the best internal 
attributes of the self. The personality traits related to impulsive 
purchases behavior among the Caucasian sample in the present studies 
(i.e., the urge to be active, responsive, and asserting oneself) could 
thus be connected to the Western view of the self, that is of creating 
or reinforcing consumers’ self-identity.  
 In contrast, many Eastern cultures see individuals as part of an 
encompassing social relationship, the self are motivated to find a way 
to fit in and become part of various interpersonal relationships. 
Therefore the traits related to impulse buying among the Indonesian 
sample in the present studies (i.e., impulsivity, anxiety for not 
making the right decision, and the tendency to disregard possible 
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negative consequences for oneself and others) are more concerned with 
the Eastern issues of casting a meaningful and complete sense of self 
in the appropriate social contexts. 
 
6.6 Implications for future research and practical consideration 
 
Above and beyond bringing some enlightenment to the complex phenomenon 
of impulse buying, the present research has managed to raise even more 
challenging questions as well. In order to provide answers for these 
emerging questions, inquiries into several of the remaining issues are 
still very much needed. 
 
6.6.1 Functional aspects of impulse buying 
A factor that may trigger consumers to buy on impulse is the motivation 
to compensate for discrepancies between an individual’s ideal and 
actual self (Dittmar, 1996). This particular function of impulse buying 
behavior may relate to several other factors.  
 The meaning that adheres in objects is very much related to the 
attempt of forming and reflecting the self (Richins, 1994). Consumer 
choose and value possession for its meaning within a cultural system, 
where products communicate information about their owner and about 
social relationship between people (Baudrillard, 1988). Self-definition 
is fulfilled through the systematic appropriation of the meaningful 
properties of goods. The meaning and values that one applied on certain 
objects could induce the individual to acquire them, and trigger 
impulse buying behavior. What values are most related to impulse buying 
is a question worth pondering over. 
 Since meaning is created mostly in a social context, susceptibility 
to normative influences may be an individual difference factor related 
to it, there also exist the need to take cultural influences into 
consideration. 
 Moreover, there are indications that gender differences might 
actually be represented in the choice of products and buying 
considerations of the purchase or feelings experienced (Dittmar, 2000). 
The reason for this may be that impulse buying serves different 
purposes for males and females. Or perhaps males and females perceive 
products differently and react with dissimilar emotional responses 
toward a specific shopping situation. In other words, males and females 
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may create different meaning for goods and have different reasons 
compelling them to purchase on impulse. 
 
6.6.2 Social emotional responses 
Impulse buying is a purchase experience with a prominent role of 
emotions. A number of emotions are most often experienced as 
interpersonal responses (i.e., pride, shame, embarrassment, social 
anxiety, envy, and guilt) and the role of these self-conscious social 
emotions are relevant to be investigated in the consumer behavior 
context (Bagozzi, 2002). The question of what are the precise relations 
between impulse buying and a number of specific relevant emotions is 
worth an exploration. 
 Based on the assumption that it is very possible for a behavior to 
be motivated by the anticipation of emotions that could or will occur, 
the impact of these anticipated emotions on impulse buying is a right 
place to start a study. Considering the functional aspects of impulse 
buying, to compensate for perceived self-discrepancies between one’s 
ideal and actual selves, then aside of regret, pride is perhaps the 
most likely candidate among other emotions to have any connection with 
impulsive purchase behavior. Pride is defined as an emotion elicited by 
one’s own or others’ achievement and associated with self-esteem, 
positive self-image, and self-consistency (Lea & Webley, 1997). 
Therefore, in many ways, shame is actually pride’s converse.  
 Pride has even been included as one of the traditional seven deadly 
sins (alongside: avarice, gluttony, lust, wrath, sloth, and envy). 
Proper pride is associated with genuine achievements, while false pride 
is associated with vanity or conceit and is more likely to lead to 
erroneous or apparently irrational decisions. In short, pride is a 
basic human behavioral tendency that is adaptive for individuals in the 
long-term, in many cases it functions to ensure that people take 
decisions which will serve their long-term interests. Inevitably, it 
may then lead to decisions and behavior that appears irrational or even 
maladaptive from any perspective in the short-term concerns (Lea & 
Webley, 1997).  
 There is a possibility that anticipated pride may actually motivate 
impulse buying behavior, by revealing a promise of what the consumer 
could attain in the future after purchasing certain goods and therefore 
serves specific purposes for the consumer’s. 
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 The question of what roles do affect intensity and emotional 
contagion play in impulse buying phenomenon is also an interesting area 
to be further examined. 
 Some recommendations of how to proceed in future research on impulse 
buying could also be given here. The present research implies that it 
is important to conduct cross-cultural analysis in a more systematic 
and conceptual ways. Analysis of the psychological, social and cultural 
characteristics concerning the impulsive consumption habits of 
consumers from different countries would identify relevant similarities 
and differences that exist between cultures. This is important in its 
own respect since consumers from diverse countries hold different 
beliefs and have different consumption patterns that are very likely to 
have an effect on impulse buying behavior.  
 One should also consider using the impulse buying tendency scale in 
real shopping context to gain additional understanding of what actually 
happen during impulse purchase episodes. 
 
6.7 Closure 
 
I deem it appropriate to conclude the chapter by reciting this quote: 
“Consumer behavior is not just about making a purchase decision or the 
act of purchasing; it also includes the full range of experiences 
associated with using or consuming products and services” (Schiffman & 
Kanuk, p.466, 2000). 
 Among other things, consuming includes the simple utility of such 
things as: using superior product, the stress reduction of a vacation, 
the sense of having a valued possession, and the pleasures of a hobby 
or a collection. In other words, consumption is aimed for the 
satisfaction of basic consumer-related needs. But more importantly, 
some possessions also serve to assist consumer in their effort to 
create private meanings and to maintain or to reinforce a lifestyle.  
 Impulse buying tendency is truly a genuine distinctive psychological 
construct. This consumer trait is translated into meaningful behavioral 
patterns that are carried out to meet certain private goals and to 
serve special purposes, particularly to enhance the sense of self and 
to express one’s identity. And thus, securing the consumer’s sense of 
belonging to certain significant groups in the society. In short, 
impulse buying is a culture-bound as well as a social phenomenon. 
 
Buying impulses: A study on impulsive consumption 
122  Chapter six 
 Emotions are the essence of the impulse buying consumption 
experience, impulsive purchases are driven mainly by emotional urges 
and the output are the changes in feelings and moods. Certain consumers 
particularly aim for this emotional “rush” through the act of impulse 
buying. The urges to buy sometimes are so irresistible, that this sense 
of pleasure and satisfaction derived from the act of acquiring, 
possessing or collecting things, automatically override all practical 
considerations. Or to put it shortly: “the end justifies the means”. 
When it comes to commenting on impulse buying, I cannot put it any 
better than this quote from a participant in one of the present 
studies, who happened to be a mother accompanying her daughters on a 
shopping-spree: “They are fearless when it comes to spending money. 
These kids don’t think, they just want to buy everything!” 
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Appendix 1: The impulse buying tendency scale 
  
Cognitive Subscales 
No. Bahasa Indonesia English 
1. Sebelum membeli sesuatu, biasanya saya 
mempertimbangkannya masak-masak. 
I usually think carefully before I buy 
something. 
2. Biasanya saya hanya membeli barang yang telah 
saya rencanakan untuk dibeli. 
I usually only buy things that I intended to 
buy. 
3. Saya sering membeli barang secara spontan. If I buy something, I usually do that 
spontaneously. 
4. Sebagian besar pembelanjaan saya telah 
direncanakan sebelumnya. 
Most of my purchases have been planned in 
advance. 
5. Saya hanya membeli barang-barang yang memang saya 
butuhkan. 
I only buy things that I really need. 
6. Bukanlah gaya saya untuk membeli sesuatu dengan 
begitu saja. 
It is not my style to just buy things. 
7. Sebelum membayar, saya akan mempertimbangkan 
kembali masak-masak apakah semua yang saya beli 
memang saya butuhkan. 
I like to compare different brands before I 
buy one. 
8. Bila saya memang berminat terhadap sesuatu, maka 
saya tidak perlu berpikir dua kali untuk segera 
membelinya. 
Before I buy something I always carefully 
consider whether I need it. 
9. Saya sering membeli barang yang menarik perhatian 
saya pada saat itu juga. 
I am used to buying things ‘on the spot’. 
10. Saya sering membeli barang tanpa pertimbangan 
terlebih dahulu. 
I often buy things without thinking. 
Affective Subscales 
No. Bahasa Indonesia English 
11. Saya sulit untuk menahan diri dan tidak membeli 
barang yang menarik perhatian saya di toko. 
It is a struggle to leave nice things I see in 
a shop. 
12. Saya seringkali mengikuti dorongan perasaan saya 
untuk membeli sesuatu. 
I sometimes cannot suppress the feeling of 
wanting to buy something. 
13. Kadang-kadang saya merasa bersalah setelah 
membeli sesuatu. 
I sometimes feel guilty after having bought 
something. 
14. Saya bukan orang yang cenderung “jatuh cinta pada 
pandangan pertama”  terhadap sesuatu yang saya 
lihat di toko. 
I am not the kind of person who ‘falls in love 
at first sight’ with things I see in shops. 
15. Kadang-kadang saya begitu bergairah untuk 
langsung membeli barang yang saya inginkan. 
I can become very excited if I see something I 
would like to buy. 
16. Saya sering menemukan sesuatu yang menarik hati 
bila saya mengunjungi toko. 
I always see something nice whenever I pass by 
shops. 
17. Saya berbelanja sesuai dengan perasaan saya, 
sehingga jarang melewatkan kesempatan membeli 
barang dengan penawaran khusus. 
I find it difficult to pass up a bargain. 
18. Kadang-kadang bila saya membeli suatu produk 
baru, barang itu sebetulnya tidak saya perlukan. 
If a see something new, I want to buy it. 
19. Kadang-kadang saya agak ceroboh dalam berbelanja. I am a bit reckless in buying things. 
20. Kadang saya membeli sesuatu yang sebetulnya tidak 
saya butuhkan, hanya karena saya suka berbelanja. 
I sometimes buy things because I like buying 
things, rather than because I need them. 
Note:  Item 1, 2, 4-7, and 14 should be reverse coded. 
 The English version of Item 8 should also be reverse coded. 
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Appendix 2: List of coding-scheme for categorization  
of buying considerations of the purchase 
 
 
 
Code 
 
Category 
 
Literal words 
 
 
1 
 
Practical 
 
Need it 
To replace an old/worn item 
For a gift 
 
2 Quality The size matched 
Good quality 
Looks nice 
Comfortable to wear 
 
3 Price Cheap 
Have available funds 
 
4 Special Does not have it yet 
To add to a collection 
For a special purposes/occasion 
As a match for earlier possessions 
Have a special meaning 
 
5 Unique Unique quality 
The one and only 
The last item available 
The perfect one 
A “dream-thing” 
“Just-my-type”/”It-is-me” 
 
6 Beauty Beautiful 
Cute 
Attractive 
 
7 In Fashion New release/in trend item 
A “trademark” of one’s idol 
Others owned/bought/was-urging-me to 
buy it 
Prestigious 
 
8 On Sale On sale 
Special offer 
Attractive display 
Persuasive salesman 
Last minute purchase (in front of 
the cashier) 
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Appendix 3: Need for cognition scale 
 
 
(1) I would prefer complex to simple problem. 
 
(2) I don’t like to have the responsibility of handling a 
situation that requires a lot if thinking. 
 
(3) Thinking is not my idea of fun. 
 
(4) I would rather do something that requires a little thought 
than something that is sure to challenge my thinking 
abilities. 
 
(5) I don’t like situations where it is necessary to think deeply. 
 
(6) I find it difficult to think long and hard about something. 
 
(7) I only think as hard as I have to. 
 
(8) I prefer to think about small, daily projects to long-term 
ones. 
 
(9) I like tasks that require little thought once I’ve learned 
them. 
 
(10) I like to trust my thinking abilities to solve my own 
problems. 
  
(11) Learning new ways to think doesn’t excite me very much. 
 
(12) I prefer my life to be filled with puzzles that I must solve. 
 
(13) The notion of thinking abstractly is not appealing to me. 
 
(14) I really enjoy a task that involves coming up with new 
solutions to problem. 
 
(15) I would prefer a task that is intellectual, difficult, and 
important to one that is somewhat important but does not 
require much thought. 
 
(16) I feel relief rather than satisfaction after completing a task 
that required a lot of mental effort. 
 
(17) It is enough for me that something gets the job done, I don’t 
care how or why it works. 
 
(18) I usually end up deliberating about issues even when they do 
not affect me personally. 
 
Note:  Item 2-9, 11, 13, 16, and 17 should be reverse coded. 
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Appendix 4: Need to evaluate scale 
 
 
(1) I form opinion about everything. 
 
(2) I prefer to avoid taking extreme positions. 
 
(3) I want to know exactly what is good and bad about everything. 
 
(4) I often prefer to remain neutral about complex issues. 
 
(5) If something does not affect me, I do not usually determine if 
it is good or bad. 
 
(6) I enjoy strongly liking and disliking new things. 
 
(7) There are many things for which I do not have a preference. 
 
(8) It bothers me to remain neutral. 
 
(9) I like to have strong opinions even when I am not personally 
involved. 
 
(10) It is very important to me to hold strong opinions. 
  
(11) I would rather have a strong opinion than no opinion at all. 
 
(12) I pay a lot of attention to whether things are good or bad. 
 
(13) I only form strong opinions when I have to. 
 
(14) I like to decide that new things are really good or really 
bad. 
 
(15) I am pretty much indifferent to many important issues. 
 
(16) I am not a person who must know for sure whether something is 
good or bad. 
 
(17) I often know intuitively whether something is good or bad. 
 
Note:  Item 2, 4, 5, 7, 13, 15, and 16 should be reverse coded. 
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Appendix 5: Personal need for structure scale 
 
 
(1) It upsets me to go into a situation without knowing what I can 
expect from it. 
 
(2) I’m not bothered by things that upset my daily routine. 
 
(3) I enjoy having a clear and structured mode of life. 
 
(4) I like a place for everything and everything in its place. 
 
(5) I like being spontaneous. 
 
(6) I find that a well ordered life with regular hours makes my 
life tedious. 
 
(7) I don’t like situations that are uncertain. 
 
(8) I hate to change my plans at the last minute. 
 
(9) I hate to be with people that are unpredictable. 
 
(10) I find that a consistent routine enables me to enjoy life 
more. 
 
(11) I enjoy the exhilaration of being put in unpredictable 
situations. 
 
(12) I become uncomfortable when the rules in a situation are not 
clear. 
 
Note:  Item 2, 5, 6, and 11 should be reverse coded. 
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Appendix 6: Personal fear of invalidity scale 
 
 
(1) I may struggle with a few decisions but not very often. 
 
(2) I never put off making important decisions. 
 
(3) Sometimes I become impatient over my indecisiveness. 
 
(4) Sometimes I see so many options to a situation that it is 
really confusing. 
 
(5) I can be reluctant to commit myself to something because of 
the possibility that I might be wrong. 
 
(6) I tend to struggle with most decisions. 
 
(7) Even after making an important decision I continue to think 
about the pros and cons to make sure that I am not wrong. 
 
(8) Regardless of whether others see an event as positive or 
negative I don’t mind committing myself to it. 
 
(9) I prefer situations where I do not have to decide immediately. 
 
(10) I rarely doubt that the course of action I have selected will 
be correct. 
 
(11) I tend to continue to evaluate recently made decisions. 
 
(12) I wish I did not worry so much about making errors. 
 
(13) Decisions rarely weigh heavily on my shoulders. 
 
(14) I find myself reluctant to commit to new ideas but find little 
comfort in remaining with the tried and true. 
 
Note:  Item 1, 2, 8, 10, and 13 should be reverse coded. 
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Appendix 7: Action control scale 
 
 
Action Orientation 
lack of preoccupation (AOlp) 
subscale 
 
Action Orientation  
action initiation (AOai) 
subscale  
Action Orientation 
lack of volatility (AOlv) 
subscale 
1. When I lost something that 
is very valuable to me and I 
can’t find it anywhere: 
A. I have a hard time 
concentrating on 
something else 
B. I put it out of my mind 
after a little while* 
 
2. When I know I must finish 
something soon: 
A. I have to push myself 
to get started 
B. I find it easy to get 
it done and over with* 
3. When I have learned a new 
and interesting game: 
A. I quickly get tired of 
it and do something 
else 
B. I can really get into 
it for a long time* 
4. If I’ve worked for weeks on 
one project and then 
everything goes completely 
wrong with the project: 
A. It takes me a long time 
to adjust myself to it 
B. It bothers me for a 
while, but then I don’t 
think about it anymore* 
 
5. When I don’t have anything 
in particular to do and I am 
getting bored: 
A. I have trouble getting 
up enough energy to do 
anything at all 
B. I quickly find 
something to do* 
6. When I’m working on 
something that’s important 
to me: 
A. I still like to do 
other things in between 
working on it 
B. I get into it so much 
that I can work on it 
for a long time* 
7. When I’m in a competition 
and have lost every time: 
A. I can soon put losing 
out of my mind* 
B. The thought that I lost 
keeps running through 
my mind 
8. When I am getting ready to 
tackle a difficult problem: 
A. I have a hard time 
concentrating on 
something else 
B. I put it out of my mind 
after a little while* 
9. When I’m watching a really 
good movie: 
A. I get so involved in 
the film that I don’t 
even think of doing 
anything else* 
B. I often want to get 
something else to do 
while I’m watching the 
movie 
 
10. If I had just bought a new 
piece of equipment (for 
example, a tape deck) and it 
accidentally fell on the 
floor and was damaged beyond 
repair: 
A. I would manage to get 
over it quickly* 
B. It would take me a long 
time to get over it 
 
11. When I have to solve a 
difficult problem: 
A. I usually don’t have a 
problem getting started 
on it* 
B. I have trouble sorting 
out things in my head 
so that I can get down 
to working on the 
problem 
 
12. When I have been busy for a 
long time doing something 
interesting (for example 
reading a book or working on 
a project): 
A. I sometimes think about 
whether what I’m doing 
is really worthwhile 
B. I usually get so 
involved in what I’m 
doing that I never 
think to ask about 
whether it’s 
worthwhile* 
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Action Orientation 
lack of preoccupation (AOlp) 
subscale 
 
 
Action Orientation  
action initiation (AOai) 
subscale  
 
Action Orientation 
lack of volatility (AOlv) 
subscale 
13. If I have to talk to someone 
about something important 
and, repeatedly, can’t find 
her/him at home: 
A. I can’t stop thinking 
about it, even while 
I’m doing something 
else 
B. I easily forget about 
it until I can see the 
person again* 
 
14. When I have to make up my 
mind about what I am going 
to do when I get some 
unexpected free time: 
A. It takes me a long time 
to decide what I should 
do during this free 
time 
B. I can usually decide on 
something to do without 
having to think it over 
very much* 
 
15. When I read an article in 
the newspaper that interest 
me: 
A. I usually remain so 
interested in the 
article that I read the 
entire article* 
B. I still often skip to 
another article before 
I’ve finished the first 
one 
 
16. When I’ve bought a lot of 
stuff at the store and 
realize when I get home that 
I paid too much but I can’t 
get my money back: 
A. I can’t concentrate on 
anything else 
B. I easily forget about 
it* 
 
17. When I have work to do at 
home: 
A. It is often hard for me 
to get the work done 
B. I usually get it done 
right away* 
 
18. When I’m on vacation and I’m 
having a good time: 
A. After a while, I really 
feel like doing 
something completely 
different 
B. I don’t even think 
about doing anything 
else until the end of 
my vacation* 
 
19. When I am told that my work 
has been completely 
unsatisfactory: 
A. I don’t let it bother 
me for a long time* 
B. I feel paralyzed 
 
20. When I have a lot of 
important things to do and 
they must be done soon: 
A. I often don’t know 
where to begin 
B. I find it easy to make 
plan and stick with it* 
 
21. When one of my co workers 
brings up an interesting 
topic for discussion: 
A. It can easily develop 
into a long 
conversation* 
B. I soon lose interest 
and want to go do 
something else 
 
 
22. If I’m stuck in traffic and 
miss an important 
appointment: 
A. At first, it’s 
difficult for me to 
start doing anything 
else at all 
B. I quickly forget about 
it and do something 
else* 
 
23. When there are two things 
that I really want to do, 
but I can’t do both of them: 
A. I quickly begin one 
thing and forget about 
the other thing I 
couldn’t do* 
B. It is not easy for me 
to put the thing that I 
couldn’t do out of my 
mind 
 
 
24. When I’m busy working on an 
interesting project: 
A. I need to take frequent 
breaks and work on 
other projects 
B. I can keep working on 
the same project for a 
long time* 
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Action Orientation 
lack of preoccupation (AOlp) 
subscale 
 
Action Orientation  
action initiation (AOai) 
subscale  
Action Orientation 
lack of volatility (AOlv) 
subscale 
25. When something is very 
important to me, but I can’t 
seem to get it right: 
A. I gradually lose heart 
B. I just forget about it 
and go do something 
else* 
 
26. When I have to take care of 
something important but 
which is also unpleasant: 
A. I do it and get it over 
with* 
B. It can take a while 
before I can bring 
myself to do it 
 
27. When I am having an 
interesting conversation 
with someone at a party: 
A. I can talk to him or 
her the entire evening* 
B. I prefer to go do 
something else after a 
while 
 
28. When I’m busy working on an 
interesting project: 
A. I need to take frequent 
breaks and work on 
other projects 
B. I can keep working on 
the same project for a 
long time* 
 
29. When I am facing a big 
project that has to be done: 
A. I often spend too long 
thinking about where I 
should begin 
B. I don’t have any 
problem getting 
started* 
 
30. When it turns out that I am 
much better at a game than 
the other players: 
A. I usually feel like 
doing something else 
B. I really like to keep 
playing* 
 
31. When several things go wrong 
on the same day: 
A. I usually don’t know 
how to deal with it 
B. I just keep on going as 
though nothing had 
happened* 
 
32. When I have a boring 
assignment: 
A. I usually don’t have 
any problem getting 
through it* 
B. I sometimes just can’t 
get moving on it 
 
33. When I read something I find 
interesting: 
A. I sometimes still want 
to put the article down 
and do something else 
B. I will sit and read the 
article for a long 
time* 
 
34. When I have put all my 
effort into doing a really 
good job on something and 
the whole thing doesn’t work 
out: 
A. I don’t have much 
difficulty starting 
something else* 
B. I have trouble doing 
anything else 
 
35. When I have an obligation to 
do something that is boring 
and uninteresting: 
A. I do it and get it over 
with* 
B. It usually takes a 
while before I get 
around to doing it 
 
36. When I am trying to learn 
something new that I want to 
learn: 
A. I’ll keep at it for a 
long time* 
B. I often feel like I 
need to take a break 
and go do something 
else for a while 
 
Note: 
The action control scale consists of three subscales: 
 (1) Failure-related action orientation vs. preoccupation (AOlp) 
 (2) Decision-related action orientation vs. hesitation (AOai) 
 (3) Performance-related action orientation vs. volatility (AOlv) 
Each scale consists of 12 items which describe a particular situation. Each item has two alternatives 
answers (A or B), one of which is indicative of action orientation and the other of state orientation. 
 
The action-oriented answers (ending with the asterisk [*] symbol) were used for scoring the items (1 
or 0). The three subscales were scored separately, since each scale deals with a different behavioral 
aspect of action orientation. The sum of the action-oriented answers for each scale is from 0 to 12.  
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Appendix 8: The Engel-Kollat-Blackwell model of 
individual consumer decision-making 
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The Engel-Kollat-Blackwell model (Engel,  Kollat, & Blackwell, 1978) 
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“I do not think, therefore I am.” 
 (Jean Cocteau 1889-1963) 
“Only a few would really bother to think, 
some would like to think that they think, 
and the rest would rather die than think.” 
 
Summary 
 
This dissertation was put together as an attempt to probe into the 
nature and extent of impulsive purchase behavior. It was in the spirit 
of providing an overview of the consumption experience of impulse 
buying that the following series of studies were conducted. The first 
main aim of this dissertation was to verify that impulse buying 
tendency is indeed an authentic individual difference trait. The next 
objective was the validation of impulse buying tendency as a genuinely 
distinctive construct related to actual impulse buying behavior and 
attached to basic personality traits. The next intention was to reveal 
the relationships of impulse buying tendency to several factors: i.e., 
age, gender, the influence of others, normative evaluation, and 
finally, to culture.  
 The dissertation consists of three parts: an introductory and 
theoretical section (Chapter one), an empirical section (Chapter two 
until Chapter five), and a concluding section (Chapter six). 
Introduction of the impulse buying phenomenon and the theoretical 
framework of research on consumer decision-making were discussed in 
Chapter one. 
 
In Chapter two a 20-item scale to measure general impulse buying 
tendency was developed, and tested for reliability. The study was 
conducted with a Dutch sample. The scale proved to be a reliable scale 
that consists of two facets (each is represented by a 10-item 
subscale), referring to the cognitive and affective aspects of impulse 
buying tendency. Cognitive aspects concern the lack of planning and 
deliberation when making purchases. Affective aspects concern feelings 
of pleasure and excitement, an urge to buy, the difficulty to leave 
things, and possible regret afterwards. The two subscales were fairly 
strongly correlated.  
 This scale was correlated with self-reported frequencies of typical 
impulse purchase, showing that higher level of impulse buying tendency 
resulted in more impulsive purchases. Moreover, the scale was also 
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correlated with a number of personality based individual differences. 
The complete scale was correlated with action orientation, a high 
impulse buying tendency thus goes with a low tendency toward 
preoccupation and a high tendency to action initiation. The same 
instances of relationships applied also between the affective subscale 
and the individual differences. Meanwhile, the cognitive subscale 
correlated negatively with personal need for structure and need to 
evaluate, affirming the lack of deliberation as a typical 
characteristic of impulse buying. However, the impulse buying tendency 
scale showed no significant correlation neither with need for cognition 
nor personal fear of invalidity. 
 Gender differences were found in this study, females showed a higher 
level of impulse buying tendency than males. However, males showed 
stronger relationship between impulse buying tendency and self-reported 
purchases of typical impulse products. No correlation was found between 
impulse buying tendency and age. 
 
The impulse buying tendency scale was adapted to be used on an 
Indonesian sample in Chapter three. The scale again showed good 
reliability. The cognitive and affective facets emerged consistently 
with the finding in Chapter two, in this study these facets were again 
strongly correlated. Impulse buying tendency scale was correlated with 
the self-reported impulsivity of impulsive purchase, showing that 
higher level of impulse buying tendency resulted in impulsive purchases 
with more impulsivity. 
 The scale also showed strong correlation with consumers’ self-rating 
of buying impulsiveness and shopping enjoyment. There was also an 
indication that having a companion to shop with, might very well 
enhance impulse buying behaviors, since there were marked differences 
in the impulse buying tendency, impulsiveness of the purchase, and 
self-rating of buying impulsiveness between the groups that went 
shopping with and without shopping companions.  
 This study again revealed significant findings concerning the 
relations of impulse buying tendency with a number of personality based 
individual differences. The affective subscale was negatively 
correlated with the action initiation subscale of action orientation, 
and positively correlated with personal fear of invalidity. Combined 
together, those results indicate that high impulse buying tendency goes 
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with a low tendency to action initiation, with the possibility that the 
dread of making a wrong decision prompted impulsive purchase. The 
complete scale and the cognitive subscale correlated negatively with 
personal need for structure and need to evaluate, substantiating the 
findings in Chapter two, and confirmed the lack of deliberation as a 
typical characteristic of impulse buying. No significant correlation 
was found between the impulse buying tendency scale and need for 
cognition. 
 Impulse buying tendency was correlated with the primary dimensions 
of feelings associated with the purchase and buying considerations of 
the purchase. These dimensions resulted from a Multidimensional Scaling 
(MDS) analysis on the participants’ self-reports of purchase behaviors. 
The dimension of emotions related to impulse buying tendency seemed to 
represent the dimension of emotional arousal, indicating that arousal 
loaded emotions were closely related to the impulse buying consumption 
experience. While the dimension of buying considerations related to 
impulse buying tendency might represent the impetuous-prudent 
continuum, suggesting that the impetuous buying considerations were 
closely related to impulse buying consumption experiences. 
 No significant correlations were found between impulse buying 
tendency and gender or age. However, females apparently rated 
themselves higher in the self-rating of buying impulsiveness. 
 
In Chapter four, impulse buying behavior was observed in actual 
purchase settings. Actual shoppers were interviewed concerning their 
purchase. Self-rating of buying impulsiveness was used as a single 
measurement of the impulse buying tendency trait.  
 Multidimensional Scaling (MDS) analysis was again performed on the 
interview reports of consumers’ purchase behaviors. Self-rating of 
buying impulsiveness was correlated with the primary dimensions of 
feelings associated with the purchase and buying considerations of the 
purchase. The dimension of emotions related to impulse buying tendency 
represented a very similar dimension to the one found in Chapter three, 
which seemed to be the dimension of emotional arousal. Similar finding 
between the studies in Chapter three and this Chapter was also found 
concerning the dimension of buying considerations related to impulse 
buying tendency, which might represent the impetuous-prudent continuum. 
Thus, high arousal emotions and impetuous buying considerations were 
 
Buying impulses: A study on impulsive consumption 
150  Summary 
closely related to the impulse buying consumption experience. These 
findings seemed to verify that the dimensions of feelings associated 
with the purchase and buying considerations of the purchase are stable 
dimensions, very much related to impulse buying. 
 The self-rating of buying impulsiveness was again significantly 
correlated with impulsiveness of the purchase, shopping companion and 
shopping enjoyment, therefore corroborating the findings from previous 
study in Chapter three. 
 In contrasts to previous studies, where age were found uncorrelated 
with impulse buying tendency, in this study age was negatively 
correlated with impulse buying tendency indicating that older consumers 
are less impulsive than their younger counterparts. Participants in 
this study came from a wide range of age, unlike those in previous 
studies. 
 
The two final studies in Chapter five confirmed the proposition that 
impulse buying tendency is a trait anchored in fundamental personality 
traits. In these studies impulse buying tendency scale was validated 
with the Big Five and the Five Factor Model personality dimensions 
(Extraversion, Conscientiousness, Agreeableness, Neuroticism or 
Emotional Stability, and Openness or Autonomy). The first study of this 
Chapter was conducted with a Norwegian sample, and the second was 
conducted with an Indonesian sample. For both the Norwegian and the 
Indonesian samples, the cognitive facet of impulse buying tendency 
correlated negatively with conscientiousness, confirming the initial 
suggestion that impulsive purchases are associated with the lack of 
deliberation and no planning. 
 The affective facet was correlated negatively with autonomy in the 
Norwegian sample, indicating that being unreflective in thinking is 
linked to impulsive purchases behavior. However, the same affective 
facet was correlated with neuroticism for the Indonesian sample, 
showing that emotional responses, especially impulsivity, are related 
to impulse buying. 
 For the Norwegian sample, impulse buying tendency correlated with 
extraversion; signifying excitement-seeking, activity, and the tendency 
to seek novelties as characteristics of impulse buying. While for the 
Indonesian sample, it was related to low agreeableness, which indicate 
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that impulse buying might be triggered by the tendency to disregard 
possible negative consequences. 
 The effect of normative evaluation on impulsive purchase was also 
explored in the second study, the result showed that when the norm was 
favorable, impulse buying tendency was related to the impulsiveness of 
buying decision. However, when it was unfavorable the trait to behavior 
relationship was not significant anymore. 
 It is also important to note that age was again negatively 
correlated with impulse buying tendency in the first study, similar to 
the study in Chapter four this study also involved participants with a 
relatively wide range of age. 
 Impulse buying tendency was correlated with both the self-reported 
purchase frequencies and impulsivity, showing that higher level of 
impulse buying tendency resulted in a larger number of impulsive 
purchases and impulsive purchases with more impulsivity.  
 
Finally, in Chapter six the results of the aforementioned studies are 
summarized and concluded by a more general conclusion. The practical 
considerations and implications for future research are also provided 
here, together with the discussion of some limitation of the present 
research. 
 
Altogether, the studies described in this dissertation were steps taken 
that bring us closer to a better understanding of the impulse buying 
phenomenon. The findings revealed an interesting evidence of the 
intricate nature of impulse buying, a universal phenomenon, yet in some 
ways, culture-bound. 
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Disertasi ini disusun sebagai suatu usaha untuk menelusuri sifat dan 
ruang lingkup dari perilaku belanja impulsif. Dengan niat untuk 
menyediakan suatu gambaran menyeluruh mengenai pengalaman berbelanja 
impulsif maka dilakukanlah serangkaian studi dibawah ini. Tujuan utama 
dari disertasi ini adalah untuk memperkuat dugaan bahwa kecenderungan 
belanja impulsif memang merupakan trait perbedaan individual yang 
otentik. Sasaran selanjutnya adalah untuk menguji keabsahan dari 
kecenderungan belanja impulsif sebagai konstruk yang benar-benar unik 
dan berhubungan dengan perilaku belanja impulsif nyata serta bertalian 
erat dengan trait kepribadian dasar. Selanjutnya disertasi ini juga 
bermaksud untuk menyingkap hubungan yang ada antara kecenderungan 
belanja impulsif dengan beberapa faktor, yaitu: usia, jender, pengaruh 
orang lain, evaluasi normatif, dan akhirnya, dengan kebudayaan. 
Disertasi ini terdiri dari tiga bagian: Bagian pendahuluan dan 
teoritis (Bab satu), Bagian empiris (Bab dua sampai Bab lima), serta 
Bagian penutup (Bab enam). Latar belakang fenomena belanja impulsive 
serta kerangka teoritis yang mendasari penelitian-penelitian mengenai 
proses pengambilan keputusan oleh konsumen dibahas dalam Bab satu. 
 
Pada Bab dua, dikembangkan serta diuji keajegan (reliabilitas) dari 
sebuah skala untuk mengukur kecenderungan belanja impulsif secara umum 
yang terdiri dari 20 item. Penelitian ini dilakukan terhadap sebuah 
sampel Belanda. Skala ini terbukti sebagai suatu skala ajeg yang 
terdiri dari dua komponen (setiap komponen diwakili oleh sebuah sub-
skala yang terdiri dari 10 item), yang merujuk kepada aspek-aspek 
kognitif dan afektif dari kecenderungan belanja impulsif. Aspek 
kognitif berkaitan dengan kurangnya perencanaan serta unsur 
ketidaksengajaan dalam melakukan pembelanjaan. Aspek afektif berkaitan 
dengan perasaan sukacita, bergairah, dorongan untuk membeli, serta 
kesulitan untuk tidak merasa tertarik terhadap sesuatu, dan kemungkinan 
penyesalan kelak setelah melakukan pembelanjaan. Kedua sub-skala ini 
berkorelasi secara erat. 
 Skala ini berkorelasi dengan frekuensi belanja impulsif yang khas 
yang dilaporkan oleh para subyek sendiri, hal ini menunjukkan bahwa 
kecenderungan belanja impulsif yang tinggi akan berakibat pada 
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pembelanjaan impulsif yang lebih banyak jumlahnya. Disamping itu, skala 
ini juga berkorelasi dengan sejumlah perbedaan-perbedaan individual 
yang bersumber dari kepribadian. Skala yang utuh berkorelasi dengan 
action orientation, artinya kecenderungan belanja impulsif yang tinggi 
akan muncul sejalan dengan kecenderungan yang rendah untuk terpaku pada 
suatu tahap pengambilan keputusan dan juga sejalan dengan kecenderungan 
yang tinggi untuk berinisiatif melakukan sesuatu. Hubungan yang serupa 
juga berlaku antara sub-skala afektif dengan perbedaan-perbedaan 
individual tersebut. Disisi yang lain, sub-skala kognitif berkorelasi 
secara negatif dengan personal need for structure and need to evaluate, 
sehingga mendukung pernyataan bahwa unsur ketidaksengajaan merupakan 
karakteristik yang khas dari perilaku belanja impulsif. Akan tetapi, 
kecenderungan belanja impulsif tidak memperlihatkan korelasi yang 
signifikan baik dengan need for cognition maupun personal fear of 
invalidity. 
 Dalam penelitian ini ditemukan adanya perbedaan antar jender, 
perempuan menunjukkan tingkat kecenderungan belanja impulsif yang lebih 
tinggi daripada laki-laki. Namun, laki-laki memperlihatkan hubungan 
yang lebih erat antara kecenderungan belanja impulsif dengan 
pembelanjaan produk-produk impulsif yang khas menurut laporan mereka 
sendiri. Tidak ditemukan adanya korelasi antara kecenderungan belanja 
impulsif dengan usia. 
 
Secara lebih lanjut dalam Bab tiga skala kecenderungan belanja impulsif 
diadaptasi untuk diterapkan pada sampel Indonesia. Skala itu sekali 
lagi memperlihatkan keajegan yang baik. Komponen-komponen kognitif dan 
afektif muncul secara konsisten seperti halnya dengan hasil dalam 
penelitian di Bab dua, dalam penelitian ini kedua komponen itu 
berkorelasi dengan erat juga. Skala kecenderungan belanja impulsif 
berkorelasi dengan impulsivitas dari belanja impulsif menurut laporan 
para subyek sendiri, hal ini menunjukkan bahwa kecenderungan belanja 
impulsif yang tinggi akan berakibat pada pembelanjaan impulsif yang 
lebih intensif. 
 Skala ini juga menunjukkan korelasi yang erat dengan penilaian diri 
yang diberikan oleh konsumen mengenai impulsifitas belanja serta 
kegemaran berbelanja mereka. Juga ada indikasi bahwa memiliki teman 
untuk berbelanja, amat mungkin merupakan faktor yang mendorong 
timbulnya perilaku belanja impulsif, sebab ada perbedaan yang jelas 
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dalam kecenderungan belanja impulsif, impulsifitas pembelanjaan, dan 
penilaian diri mengenai impulsifitas belanja antara kelompok yang 
berbelanja dengan dan tanpa teman berbelanja. 
 Penelitian ini juga mengungkap penemuan-penemuan yang penting 
mengenai hubungan antara kecenderungan belanja impulsif dengan sejumlah 
perbedaan individual yang bersumber dari kepribadian. Sub-skala afektif 
berkorelasi secara negatif dengan sub-skala action initiation dari 
action orientation, dan berkorelasi secara positif dengan personal fear 
of invalidity. Secara bersamaan, hasill-hasil tersebut menunjukkan 
bahwa kecenderungan belanja impulsif yang tinggi berjalan seiring 
dengan kecenderungan yang rendah untuk berinisiatif melakukan sesuatu, 
dengan kemungkinan bahwa kecemasan untuk membuat keputusan yang salah 
memicu pembelanjaan impulsif. Skala yang utuh dan sub-skala kognitif 
berkorelasi secara negatif dengan personal need for structure dan need 
to evaluate, hal ini mendukung hasil dalam Bab dua, serta memperkuat 
pernyataan bahwa unsur ketidaksengajaan sebagai karakteristik yang khas 
dari belanja impulsif. Akan tetapi, tidak ada korelasi yang signifikan 
antara skala kecenderungan belanja impulsif dengan need for cognition. 
 Kecenderungan belanja impulsif berkorelasi dengan dimensi-dimensi 
primer dari emosi yang menyertai pembelanjaan serta pertimbangan yang 
mendorong pembelanjaan. Dimensi-dimensi tersebut merupakan hasil dari 
analisa Multidimensional Scaling (MDS) terhadap perilaku belanja 
impulsif menurut laporan para subyek sendiri. Dimensi emosi yang 
berhubungan dengan kecenderungan belanja impulsif tampaknya mewakili 
dimensi arousal, hal ini menunjukkan bahwa emosi-emosi yang sarat 
dengan arousal berhubungan erat dengan pengalaman belanja impulsif. 
Sedangkan dimensi dari pertimbangan yang mendorong pembelanjaan yang 
berhubungan dengan kecenderungan belanja impulsif tampaknya mewakili 
kontinum impetuous-prudent, hal ini menunjukkan bahwa pertimbangan 
belanja yang gegabah berhubungan erat dengan pengalaman belanja 
impulsif. 
 Tidak ada korelasi yang signifikan antara kecenderungan belanja 
impulsif dengan jender atau usia. Akan tetapi, perempuan tampaknya 
menilai diri mereka lebih impulsif dibandingkan pria dalam hal 
penilaian diri mengenai impulsifitas belanja. 
 
Pada Bab empat, perilaku belanja impulsif diobservasi dalam setting 
belanja yang sebenarnya. Konsumen yang sedang sungguh-sungguh 
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berbelanja diwawancarai mengenai pembelanjaan mereka tersebut. 
Penilaian diri mengenai impulsifitas belanja digunakan sebagai alat 
ukur tunggal untuk mengukur trait kecenderungan belanja impulsif. 
 Analisa MDS sekali lagi dilakukan terhadap laporan wawancara 
mengenai perilaku belanja para konsumen tersebut. Penilaian diri 
mengenai impulsifitas belanja berkorelasi dengan dimensi-dimensi primer 
dari emosi yang menyertai pembelanjaan serta pertimbangan yang 
mendorong pembelanjaan. Dimensi emosi yang berhubungan dengan 
kecenderungan belanja impulsif mewakili dimensi yang amat mirip dengan 
dimensi yang diperoleh dalam Bab tiga, yang tampaknya merupakan dimensi 
arousal. Hasil yang mirip antara penelitian-penelitian dalam Bab tiga 
dan Bab ini juga ditemukan sehubungan dengan pertimbangan yang 
mendorong pembelanjaan yang berhubungan dengan kecenderungan belanja 
impulsif, yang tampaknya mewakili kontinum impetuous-prudent. Oleh 
karena itu, emosi yang sarat arousal dan pertimbangan belanja yang 
gegabah tampaknya berkaitan erat dengan pengalaman belanja impulsif. 
Hasil-hasil tersebut mempertegas keberadaan dimensi-dimensi emosi yang 
menyertai pembelanjaan dan pertimbangan yang mendorong pembelanjaan itu 
sebagai dimensi-dimensi yang stabil, serta berhubungan erat dengan 
belanja impulsif. 
 Penilaian diri mengenai impulsifitas belanja sekali lagi berkorelasi 
secara signifikan dengan impulsifitas pembelanjaan, teman berbelanja 
dan kegemaran berbelanja, sehingga memperkuat hasil-hasil dari 
penelitian di Bab tiga. 
 Bertolak belakang dengan penelitian-penelitian terdahulu, dimana 
ditemukan bahwa usia tidak berkorelasi dengan kecenderungan belanja 
impulsif, maka dalam penelitian ini usia berkorelasi secara negatif 
dengan kecenderungan belanja impulsif, yang menunjukkan bahwa konsumen-
konsumen yang lebih tua tidak terlalu impulsif bila dibandingkan dengan 
rekan mereka yang lebih muda. Subyek dalam penelitian ini mencakup 
rentang usia yang cukup lebar, tidak seperti halnya dalam penelitian-
penelitian sebelumnya. 
 
Kedua penelitian terakhir dalam Bab lima mendukung gagasan bahwa 
kecenderungan belanja impulsif merupakan trait yang berakar pada trait-
trait kepribadian mendasar. Dalam penelitan-penelitian ini skala 
kecenderungan belanja impulsif diuji kesahihannya (validitas) melalui 
korelasi dengan dimensi-dimensi kepribadian menurut Big Five dan Five 
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Factor Model of personality (Extraversion, Conscientiousness, 
Agreeableness, Neuroticism atau Emotional Stability, dan Openness atau 
Autonomy). Penelitian pertama dalam Bab ini dilakukan terhadap sampel 
Norwegia, dan yang kedua dengan menggunakan sampel Indonesia. Baik pada 
sampel Norwegia maupun Indonesia, komponen kognitif dari kecenderungan 
belanja impulsif berkorelasi secara negatif dengan conscientiousness, 
hal ini memperkuat dugaan awal bahwa pembelanjaan impulsif berkaitan 
dengan unsur ketidaksengajaan dan kurangnya perencanaan. 
 Komponen afektif berkorelasi negatif dengan autonomy untuk sampel 
Norwegia, hal ini menunjukkan bahwa sikap yang tidak berpikir panjang 
berkaitan dengan perilaku belanja impulsif. Akan tetapi, komponen 
afektif yang sama berkorelasi secara positif dengan neuroticism untuk 
sampel Indonesia, hal ini menunjukkan bahwa respons-respons emosional, 
terutama impulsifitas, berhubungan dengan belanja impulsif. 
 Untuk sampel Norwegia, kecenderungan belanja impulsif berkorelasi 
dengan extraversion; menunjukkan bahwa excitement-seeking, aktivitas, 
serta kecenderungan untuk selalu mencari hal-hal yang unik atau baru 
sebagai karakteristik dari belanja impulsif. Sedangkan untuk sampel 
Indonesia, kecenderungan belanja impulsif itu berkorelasi dengan taraf 
agreeableness yang rendah, hal ini menunjukkan bahwa belanja impulsif 
tampaknya dipicu oleh kecenderungan untuk mengabaikan dampak-dampak 
negatif yang mungkin timbul sebagai akibat dari suatu perilaku. 
 Penelitian yang kedua dalam bab ini juga menelusuri pengaruh dari 
evaluasi normatif mengenai belanja impulsif, hasilnya menunjukkan bahwa 
bila norma tersebut mendukung perilaku, maka kecenderungan belanja 
impulsif berhubungan dengan derajat impulsifitas dari keputusan 
belanja. Akan tetapi, bila norma itu tidak mendukung maka hubungan 
antara trait dengan keputusan belanja impulsif ini menjadi tidak 
signifikan lagi. 
 Penting juga untuk ditekankan disini bahwa usia sekali lagi 
menunjukkan korelasi negatif dengan kecenderungan belanja impulsif 
dalam penelitian pertama, seperti halnya dengan penelitian pada Bab 
empat penelitian ini juga melibatkan subyek dengan rentang usia yang 
relatif lebar. Akan tetapi korelasi yang signifikan ini tidak ditemukan 
dalam penelitian kedua. 
 Kecenderungan belanja impulsif berkorelasi baik dengan frekuensi 
maupun dengan impulsifitas perilaku belanja impulsif seperti yang 
dilaporkan sendiri oleh para subyek, hal ini menunjukkan bahwa derajat 
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kecenderungan belanja impulsif yang tinggi akan berakibat pada 
pembelanjaan impulsif yang lebih sering serta lebih tinggi 
impulsifitasnya. 
 
Akhirnya, pada Bab enam seluruh hasil dari penelitian-penelitian yang 
telah dibahas sebelumnya akan dirangkum serta dirangkai menjadi 
kesimpulan yang bersifat lebih umum. Pertimbangan untuk penerapan 
secara praktis serta implikasi dari penelitian ini untuk penelitian-
penelitian selanjutnya juga disajikan disini, bersama-sama dengan 
diskusi mengenai beberapa keterbatasan dari penelitian ini. 
 
Secara keseluruhan, penelitian-penelitian yang dilukiskan dalam 
disertasi ini merupakan langkah-langkah yang membawa kita semakin dekat 
kepada pengertian yang lebih mendalam mengenai fenomena belanja 
impulsif. Hasil-hasil itu mengungkapkan bukti-bukti yang menarik 
tentang kerumitan dari sifat belanja impulsif, sebuah fenomena yang 
universal, namun dalam beberapa hal, juga berkaitan amat erat dengan 
kebudayaan. 
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 Samenvatting 
 
In dit proefschrift wordt getracht meer te weten te komen over de aard 
en omvang van impulsief koopgedrag. De studies zijn bedoeld de 
ervaringen van de impulsieve consument te beschrijven. De eerste 
doelstelling van het proefschrift is vast te stellen dat impuls-kopen 
een authentieke trek is die verschilt tussen personen. Een tweede 
doelstelling is om de neiging tot impuls-kopen te valideren als een te 
onderscheiden construct, dat gerelateerd is aan werkelijk impulsief 
koopgedrag en verankerd is in persoonlijkheidstrekken. Tenslotte wordt 
de neiging tot impuls-kopen gerelateerd aan een aantal factoren, zoals 
leeftijd, geslacht, de invloed van anderen, normatieve evaluatie en 
kultuur. 
 Het proefschrift bestaat uit drie delen: een inleiding en 
theoretisch deel (hoofdstuk 1), een empirisch deel (hoofdstukken 2-5) 
en een discussie (hoofdstuk 6). In hoofdstuk 1 wordt het fenomeen 
impuls-kopen geintroduceerd en wordt het begrip verankerd in een 
theoretisch raamwerk en onderzoek op het gebied van 
consumentenbeslissingen. 
 
In hoofdstuk 2 wordt een 20-item schaal, die de algemene neiging tot 
impuls-kopen meet (verder aangeduid als NTI), beschreven en getest op 
betrouwbaarheid. Deze studie werd uitgevoerd met een nederlandse 
steekproef. De NTI blijkt betrouwbaar en bestaat uit twee facetten (elk 
10 items omvattend), die respectievelijk cognitieve en affectieve 
aspecten van impuls-kopen meten. Cognitieve aspecten gaan over het 
niet-plannen en de afwezigheid van overwegingen bij het doen van 
aankopen. Affectieve aspecten zijn gevoelens van plezier en opwinding, 
een drang om te kopen, de moeilijkheid om iets te laten liggen en 
mogelijke spijt later. De twee subschalen zijn redelijk sterk 
gecorreleerd. 
 De NTI werd gecorreleerd met zelf-gerapporteerde frekwenties van 
het kopen van typische impuls-producten, waaruit bleek dat hoge scores 
op de schaal samenhingen met het kopen van impuls-produkten. In deze 
studie werd de schaal ook gecorreleerd met een aantal individuele 
verschilvariabelen. De hele schaal (d.w.z. de cognitieve en affectieve 
subschalen gecombineerd) correleerde met actie-orientatie, dat wil 
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zeggen, een sterke neiging tot impuls-kopen gaat samen met de 
afwezigheid tot langdurig overwegen en een sterke neiging tot actie-
initiatie. Verder correleerde de cognitieve subschaal negatief met 
persoonlijke structuurbehoefte (’personal need for structure’) en de 
neiging tot evaluatie (’need to evaluate’), hetgeen het niet-overwegen 
als typisch kenmerk van impuls-kopen goed laat zien. De NTI liet echter 
geen verband zien met algemene neiging tot nadenken (’need for 
cognition’) en persoonlijke angst voor ongeldigheid (’personal fear of 
invalidity’). 
 In deze studie waren er verschillen te zien tussen mannen en 
vrouwen. Vrouwen scoorden hoger dan mannen op de NTI schaal. Mannen 
lieten echter een sterker verband zien tussen hun NTI score en 
gerapporteerde aankopen van typische impuls-produkten. Er werd geen 
correlatie gevonden tussen NTI en leeftijd. 
 
In hoofdstuk 3 wordt beschreven hoe de NTI schaal werd aangepast voor 
het gebruik bij een indonesische steekproef. De schaal liet opnieuw een 
goede betrouwbaarheid zien. Ook werden de cognitieve en affectieve 
subschalen in deze steekproef goed onderscheiden, zoals het geval was 
in de nederlandse steekproef. De subschalen waren ook hier redelijk 
sterk gecorreleerd. De neiging tot impuls-kopen was gecorreleerd met de 
frekwentie van impulsaankopen. 
 De NTI liet een sterke correlatie zien met zelf-gerapporteerde 
koopimpulsiviteit (1 item) en met koopplezier.  Er werden ook 
aanwijzingen gevonden dat het samen met iemand anders winkelen tot meer 
impulsaankopen leidt: er waren sterke verschillen in NTI, de mate van 
impulsiviteit van de aankoop en zelf-gerapporteede koopimpulsiviteit 
tussen groepen die met versus zonder iemand anders winkelden. 
 Ook deze studie liet significante relaties tussen de neiging tot 
impuls-kopen en een aantal individuele verschilvariabelen zien. De 
affectieve subschaal was hier negatief gecorreleerd met de actie-
initiatie subschaal van actie-orientatie en positief met persoonlijke 
angst voor ongeldigheid. De resultaten lieten zien dat NTI samen ging 
met lage actie-initiatie en met angst om verkeerde beslissingen te 
nemen. De gehele NTI schaal correleerde negatief met persoonlijke 
structuurbehoefte en de neiging tot evaluatie, hetgeen de resultaten 
bevestigde van hoofdstuk 2, namelijk het afwezig zijn van overwegingen 
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als typisch kenmerk van impulsaankopen. Er werd ook hier geen verband 
gevonden tussen NTI en neiging tot nadenken. 
 Neiging tot impuls-kopen werd gecorreleerd met de primaire 
dimensies van gevoelens die geassocieerd werden met de aankopen en van 
koopoverwegingen. Deze dimensies waren het resultaat van een multi-
dimensionele schaalanalyse (MDS) van zelf-rapportages van 
aankoopgedragingen. De relatie tussen de emotie-dimensie en NTI leek 
vooral een dimensie van emotionele opwinding te representeren. Dat wil 
zeggen, juist die emoties die gepaard gingen met opwinding waren 
gerelateerd aan NTI. De relatie tussen NTI en de primaire dimensie van 
overwegingen liet duidelijk een ‘onbezonnen-bezonnen’ continuum aan 
overwegingen zien, hetgeen suggereert dat 'onbezonnen' overwegingen 
nauw verbonden zijn met impulsieve aankoopervaringen. 
 Er werden geen significante verschillen gevonden voor geslacht of 
leeftijd. Vrouwen hadden wel een hogere score op zelf-gerapporteerde 
neiging tot impuls-kopen. 
 
In hoofdstuk 4 werd impulsief aankoopgedrag geobserveerd in een winkel-
omgeving. Klanten werden ondervraagd over hun net-gedane aankopen. 
Zelf-gerapporteerde neiging tot impuls-kopen werd gebruikt als 
instrument om NTI te meten. 
 Multidimensionele schaalanalyse (MDS) werd ook hier toegepast op 
wat de interviewden rapporteerden over hun aankopen. Zelf-
gerapporteerde neiging tot impuls-kopen bleek ook hier gecorreleerd met 
de primaire MDS dimensies met betrekking tot respectievelijk gevoelens 
en overwegingen over de aankoop. De primaire dimensie van emoties leek 
sterk op die beschreven werd in hoofdstuk 3 en lijkt met name 
emotionele opwinding te representeren. De resultaten met betrekking tot 
de overwegingen kwamen ook sterk overeen met die van hoofdstuk 3 en 
lieten ook hier het onbezonnen-bezonnen continuum aan overwegingen 
zien. De impulsieve aankoopervaring wordt dus sterk beheerst door 
sterke emotionele opwinding en onbezonnen overwegingen. Samen met de 
bevindingen in hoofdstuk 3 bevestigen die in hoofdstuk 4 dat de 
gevonden dimensies in gevoelens en overwegingen stabiel zijn en sterk 
samenhangen met individuele verschillen in NTI. 
 Zelf-gerapporteerde neiging tot impuls-kopen was ook hier 
significant gecorreleerd met de mate van impulsiviteit van de aankoop, 
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de aanwezigheid van iemand anders bij het kopen en koopplezier. Ook 
deze resultaten bevestigen die welke beschreven zijn in hoofdstuk 3. 
 In tegenstelling tot de andere studies waarin er geen verband 
tussen leeftijd en NTI werd gevonden was leeftijd in deze studie 
negatief gecorreleerd met NTI. Oudere deelnemers waren minder impulsief 
dan jongeren. Deelnemers in deze studie varieerden sterk in leeftijd, 
hetgeen niet het geval was in de eerdere studies. 
 
De twee laatste studies die gerapporteerd worden in hoofdstuk 5 
bevestigen de aanname dat NTI een trek is die verankerd ligt in 
iemand’s persoonlijkheid. In deze twee studies werd de NTI schaal 
gevalideerd met de ’Big Five’ en het ’Five factor Model’ van 
peroonlijkheidsdimensies (extraversie, nauwgezetheid, aangenaamheid, 
neuroticisme of emotionele stabiliteit en openheid of autonomie). De 
eerste studie werd uitgevoerd in een noorse en de tweede studie in een 
indonesische steekproef. In beide studies correleerde het cognitieve 
NTI facet negatief met nauwgezetheid, hetgeen de aanname bevestigt dat 
impulsaankopen gedaan worden met weinig overwegingen of planning. 
 Het affectieve NTI facet correleerde negatief met autonomie in de 
noorsesteekproef, hetgeen suggereert dat het doen van impulsaankopen 
geassocieerd is met een gebrek aan bespiegelend denken. In de 
indonesische steekproef was het affectieve facet gerelateerd aan 
neuroticisme, hetgeen de emotionele kant van impulsaankopen weer 
benadrukt. 
 In de noorse steekproef correleerde NTI met extraversie, hetgeen 
duidt op de mogelijkheid dat impulsaankopen te maken hebben met het 
zoeken van spanning, activiteit en nieuwe dingen. In de indonesische 
steekproef was er een verband tussen NTI en lage mate van 
aangenaamheid, hetgeen aangeeft dat impulsaankopen opgewekt zouden 
kunnen worden door de neiging om niet te letten op mogelijke negatieve 
gevolgen. 
 In de tweede studie werd ook het effect van normatieve evaluatie 
onderzocht. Het bleek dat wanneer er een positieve norm aanwezig was 
tot impulsaankopen, NTI gerelateerd was aan de mate van impulsiviteit 
van de aankoopbeslissing. Bij een negatieve norm was de relatie tussen 
NTI trek en gedrag niet significant. 
 In de eerste studie was leeftijd ook weer negatief gecorreleerd met 
NTI. Evenals de studie in hoofdstuk 4, waar ook een dergelijke 
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correlatie werd gevonden, was de steekproef sterk gevarieerd in 
leeftijd. 
 NTI was gecorreleerd met zelf-gerapporteerde frekwentie van 
impulsaankopen en met de mate van impulsiviteit van de aankopen. Dit 
laat zien dat een hoger NTI niveau samenhangt met meer en intensievere 
impulsaankopen. 
 
In hoofdstuk 6 worden de resultaten van de verschillende studies 
samengevat en worden algemene conclusies getrokken. Ook komen 
praktische overwegingen en implicaties voor toekomstig onderzoek aan de 
orde en worden de beperkingen van de huidige studies besproken. 
 
Al met al brengen de studies die in dit proefschrift worden 
gerapporteerd ons dichterbij een beter begrip van het fenomeen impuls-
kopen. De bevindingen laten een interessant beeld zien van de 
complexiteit van impuls-kopen als enerzijds een universeel en 
anderzijds een kultuurgebonden fenomeen. 
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